Bae nies ans Smee ve ale : ‘ " So eee saunas 
Bas nd Ke : 


Advertising Age i 


Entered as second-class matter Jan. 6, 1932, at the post office Chicago, Ill., under the act of March 3, 1879. Copyright, 1953, by Advertising Publications, Inc. 


THE NATIONAL NEWSPAPER OF MARKETING 


July 20, 1953 
Volume 24 * Number 29 
15 Cents a Copy « $3 a Year 


CHICAGO 11 * Published Weekly at 
200 E. Illinois St. * DE. 7-1336 
NEW YORK 17 

801 Second Ave. * MU 6-8180 


‘No Discounts, Says Magnavox in 
‘Time ; But Do Dealers Know It? 


New York, July 17—Magnavox 
Co. bought a page in Time this 
week to explain “why you can’t 
buy a Magnavox at a discount.” 
But today there is doubt whether 
the radio-TV-phonograph manu- 
facturer’s dealers read it. 

The company bought the space 
(through Maxon Inc.) to deliver 
a “frank statement to Magnavox 
owners and their friends” by its 
president, F. M. Freimann. 

He declared, “Many people, who 


‘authorized dealers listed 


| AGE put a squad of reporter-shop- 
| pers to work in New York. For 
the sake of speed, interviews were 
|made by phone. 


_ Twelve calls were made to the 
in the 
classified telephone book. Of that 
|/number, eight conveyed the idea 
that they are willing to bargain if 
potential buyers come into the 
store. 

Four—three department stores 
and a furniture store—gave the 


believe they are shopping for a | bargain-seekers no come-on. They 
TV are primarily shopping for a|told the shoppers, who did not'! 
discount—that’s because most/identify themselves as reporters, | 
brands can be purchased at a cut| that they would not deviate from | 


Dailies, Magazines 
Issue ‘53 Estimates 
and Hit Same Figure 


fields and the McCoys of the na- 
tional media business, the Maga- 
zine Advertising Bureau and the 
Bureau of Advertising, ANPA, is- 
sued their estimates this week of 
probable 1953 volumes. Results: 
dead heat—$600,000,000 each. 

BEARS REPEATING—The first time these| .. "€ magazines based their pre- 
bears ran in New York and Chicago papers diction on performances of gener- 


New York, July 15—The Hat-| 


price. Thrift is commendable, bar- | list prices of $249.95 and up. | the caption read: “Keep your baby social- | al and six national farm magazines 
gaining a universal trait...but a) None of the 12, however, men- | ly acceptable in Playtex baby pants.” This. during the first half of 1953, when 
discount doesn’t necessarily en-|tioned the Magnavox no-discount js the second run, and International Latex they carried a record $304,000,000. 
hance the value of a purchase. In | ad. | Corp. plans others with different copy. A. This is an increase of $25,000,000 
television it often misleads the! The first retailer called told the N. Spanel, Latex board chairman, is (9%) over the $279,000,000 total 


buyer and gives him only short-| interviewer, who emphasized that | 


lived satisfaction. 

“Owners of Magnavox television 
and radio-phonographs know this. 

“They know there is only one 
price—the lowest price—to every- 
one and here’s why...Magnavox 
management recognized that it 
could not achieve its objective of 
building superior, custom-quality 
instruments within reach of the 
average family if burdened with 


the usual high distribution costs. | 
So we have no wholesalers or job- | 


bers.” 


a To see how this avowed Mag- 


navox “one price” policy is carried | 
out at the retail level, ADVERTISING 


‘she was looking for a good buy 
;and preferred a Magnavox, that 
‘there is not as much bargain sell- 
|ing in the Magnavox lines as in 
‘others. This remark, however, was 
‘followed by a unmistakable horse- 
‘laugh which reversed the meaning. 

“We're open two nights a week,” 
he continued. “Come on in and see | 
us. We'll do ail right for you.” | 


s A Sixth Avenue appliance deal- 
er quoted list and when queried 


‘about a better price, said, “If you | 


come in, I’d like to discuss it with 

you. I can’t do it over the phone.” 

Asked about discounts, a mid- 
(Continued on Page 64) 


Bullock's 3-D 
Ads Are Success 
in ‘L. A. Times’ 


Los ANGELES, July 15—Bullock’s 
Downtown department store is 
running full-page, full-color 3-D 
ads in the Los Angeles Times 
every day this week, Monday 
through Saturday. 

The three-dimensional ads were 
heralded as “first” by the Times in 
front-page editorial boxes in the 
Sunday and Monday editions. The 
boxes also notified readers they 
could look for Polaroid glasses in 
their Monday morning papers. 

Five advertisers participated in 
the series on a co-op basis: Lily 
of France, maker of foundation 


garments; L’Aiglon, dress manu-| 


facturer; Hickey-Freeman, for its 
sportswear; Helena Rubenstein, 
eosmetics manufacturer, and Van 
Raalte, lingerie manufacturer. 


® Bullock’s used the first inser- 
tion under its own name to an- 
nounce a “new dimension in liv- 
ing.” The theme of “new dimen- 
sion” was used in all ads. Asked 
about sales results, Frank Rice 
of Bullock’s said that direct sales 
as such were not the prime objec- 
tive. Instead, each of the ads em- 
phasizes new developments in spe- 
cific types of merchandise and is 
news in a real sense, he said. 
(Continued on Page 8) 


National Banks Can't 
Advertise ‘Savings,’ 
Rules N. Y. Court 


AvBany, N. Y., July 15—The 
,court of appeals, highest court in 
‘the state, ruled yesterday that a 
national bank in New York state 
cannot use the words “saving” and 
“savings” in its advertising. 

The state law prohibits other 
than mutual savings banks from 
‘advertising savings. | 
| The court split 5-to-2 on the is- | 
sue involving Franklin Square) 
National Bank of Franklin Square, | 
'L. L, in action brought by the state | 
to bar the bank from advertising | 
savings accounts. Action was start- | 
,ed in the Nassau County supreme 
court in 1951, which upheld the) 
bank. Last January the appellate | 
division reversed the county court’s | 


credited with the idea. revenue reported for the first half 


of 1952. 
The newspapers based their pre- 
_dictions on a booming first half, 


Lasser, NIAA aiaicii : 
particularly among automobile, 
‘ | beer, cigaret and oil advertisers. 
Work on Brief Assistant BofA Director William 
| A. Greene, in a bulletin to mem- 


| bers, singled out automotive, com- 
for Ad Reserve 


/menting that while last year the 
/automotive classification accounted 
\for nearly $100,000,000 of the 
| $525,000,000 total spent by ad- 


that will spell out details of a pro- jy is running 22.6% ahead of the 


posed law to allow corporations to | 1959 rate. 


set aside reserves for advertising, 
and research is being prepared by @# Studying the January-May per- 
J. K. Lasser, well-known tax ex- jod, the BofA figures that national 


pert, along the lines of the propos- | (general plus automotive linage) 


al he made last month before the ‘is up 11.2% over 1952, and is about 
convention of National Industrial eyen with 1951. It still lags behind 
|Advertisers As J | cael 

| vertisers Assn. (AA, June 29).| 1950’s linage, which was an all- 


Blaine G. Wiley, executive sec- time high—but only by 1.8%. Fur- 
retary of NIAA, told AA today that ther, the gap between 1950 and 
he and members of the association | 1953 linages has decreased month 
had a meeting with Mr. Lasser py month. 

_yesterday and worked out a plan) [ast January national 


of action. paper linage was 9.5% below the 
| January, 1950, level. The January- 
® The brief will be prepared in February total was off 7.2%. The 
time for submission to the execu- end of the first quarter showed the 
tive committee of NIAA, which deficit at 4.6%, and at the end of 
meets Aug. 10 in Buffalo, Mr. five months, 1953 linage was only 
Wiley said. At that meeting it is 1.8% below the record level. 
planned to appoint a special com-,| In the magazine field, ad rev- 
mittee to work with a committee enue reached a record high. First 


(Continued on Page 4) (Continued on Page 64) 


Last Minute News Flashes 


Foote, Cone Gets Part of Johnson’s Wax Account 
RACINE, Wis., July 17—S. C. Johnson & Son has appointed Foote, Cone 


New York, July 16—A brief vertisers in newspapers, it current-| 


news- 


decision (AA, Jan. 26). |& Belding, Chicago, to handle advertising for its fabric finishes and 
/automotive products, including Johnson’s Car-Plate, Car-Plate Cleaner, 


® Majority opinion of the court of Carnu, etc. Needham, Louis & Brorby will continue to handle all other 


appeals handed down yesterday | 
noted that the state “does not pre-| 
vent the defendant from carrying 
‘on a particular kind of banking)! 
business, but does forbid a mis-| 
leading description of that busi-| 
ness.” 
| Minority opinion pointed out 
that the right to maintain savings 
accounts “can mean very little if| 
the bank, by virtue of state statute, 
must hide that fact or announce 
it in terms that fail to make it 
clear.” 


Johnson’s wax products. 


‘Time’ to Boost Rates 8%; Circulation Up 100,000 


NEw York, July 17—Time will increase its advertising rates by 8% 
and its circulation base will go up 100,000 to 1,800,000 with the Jan. 4, 
1954, issue. The magazine currently gets $7,940 a b&w page. Included 
in the new rates is a 2% increase caused by “the continuing rise in 
publishing costs.” Time Inc. will also increase the rates and guarantee 
for Life (see Page 8). 


‘Business Week’ Hikes Guarantee and Rates 
NEw York, July 17---Effective with the Jan. 2, 1954, issue, Business 


|Week wiil raise its circulation guarantee from 215,000 to 250,000 net checks” 


Postal Rate Increase 
Is Race Against Time 


Administration Leaders 
Lose Confidence That 
Postal Bill Will Pass 


| WASHINGTON, July 17—The ad- 
ministration appeared today to be 
waging a losing fight to ram 
‘through a $240,000,000 postal rate 
increase bill before Congress ad- 
journs. 

_ After a visit to the White House 
| Tuesday, House majority leader 
| Joeph Martin (R., Mass.) and act- 
|ing Senate majority leader William 
F. Knowland (R., Cal.) were con- 
fident the bill would pass. 

_ But Postmaster General Arthur 
,Summerfield’s presentation before 
|the House post office committee 
this week bogged down under me- 
'ticulous questioning by rebellious 
committee members. 


| 
| 


# On the Senate side, Sen. Frank 
Carlson (R., Kan.) is reported to 
be marking time until the House 
disposes of the rate issue. 

When the House postal commit- 
‘tee failed this week to finish its 
questioning of Postmaster General 
|Summerfield, Chairman Ed Rees 
|(R., Kan.) forced through a mo- 
\tion for a special session this Sat- 
urday. 

With scores of mail users ask- 
ling to testify, the committee noti- 
fied 9 groups to appear Monday 
and 11 Tuesday. Among the Mon- 
day witnesses will be those from 
| Magazine Publishers Assn., Smal- 
‘ler Magazines Postal Committee, 
|Direct Mail Advertisers Assn. and 
_Agricultural Publishers Assn.—all 
‘groups which required several 
hours each in previous hearings. 
Among the groups scheduled for 
{Tuesday are Associated Third 
Class Mail Users and the National 
,Council on Business Mail. 
| The decision to have a Saturday 
|session had been oppesed by com- 
|mittee members who are hostile to 
|the rate bill. While the decision 
represented a victory for Chairman 
/Rees, a committee member who 
has been pressing for action told 
|AA afterward that he doubts that 
_ the committee will agree on a bill. 

Today House majority whip 
Charles Halleck (R., Ind.) sat in 
| (Continued on Page 61) 


-House-Senate Group 
Refuses Funds for 
Census of Business 


| WASHINGTON, July 17—A House- 
Senate appropriations conference 
committee today scuttled the cen- 
;suses of business and manufac- 
tures scheduled for early next year. 

Imost $3,000,000 has already 
been invested in preparation for 
the censuses. 

The conferees turned down the 
Senate plan to spend $11,500,000 to 
complete the work. Instead, they 
provided $1,500,000 for “spot 
of business, manufactures 


A spokesman for the bank said Paid yearly average. Ad rates will increase proportionately, a one- and agriculture. The committee al- 


today that an appeal will be taken 
to the U. S. Supreme Court. 


time b&w page going f:om $1,990 to $2,315. 
(Addi ional News Flashes on Page 65) 


so said that Congress will recon- 
sider the matter next year. 
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Third of a Series on the FTC... 


FTC Leaning Toward Coope:ative 
Methods of Handling Complaints 


Uses ‘Conferences’ and ‘Stipulated Settlements’ in 
Many False Advertising and Unfair Practices Cases 
By Stanley E. Cohen 
WASHINGTON, July 14—When President Woodrow Wilson signed the 
the new commission would provide business men with guidance and 


information which would enable them to avoid the risk “of falling 
under the condemnation of the law.” 


It hasn’t worked out that way. 


Though business men have clamored for informal advance review of | 
their sales and advertising programs, the commission has held to an 


arms length relationship. 


On the basis of experience, the FTC was reluctant to accept the re- 
sponsibility advance clearance implied. It believed that individual bus- 
iness men could judge the legality of their operations by consulting 
attorneys who are familiar with, 


the results of past FTC cases. 
Within the past few weeks, 
FTC’s new chairman, Edward F. 
Howrey, has described what would 
seem to be something of a “back- 
to-Wilson” program, involving 
far-reaching reorientation of FTC 
philosophy and procedure. 


s While he has not promised ad- 


vance clearances, he has outlined | 


a program involving cooperative 
and informal settlement of dis- 
putes. He has stressed that there 
is to be less reliance on legal pre- 
cedents and more attention to the 
competitive situation of an indi- 
vidual company. 

While FTC long ago developed 


machinery for non-litigated settle-_ 


ments on an individual company 
or industrywide basis, it refused 
until recently to use these short- 


gated by the watch company, re- 
sulted in no definite conclusion 
being announced by the commis- 
sion. For some time the matter lay 
dormant, until one day the watch 
company and all its competitors 
woke up to find Federal Trade 
Commission complaints on their 
_doorsteps—all based on informa- 
tion supplied by the companies. 


s On the other hand, there are an 
increasing number of cases where 
the Federal Trade Commission has | 
turned a sympathetic ear to a) 
troubled industry. One of the lead- 
/ing manufacturers of lipsticks was 
told a few weeks ago that his use 
of the words “non-smear” ap- 
peared to be misleading. 
| When he was asked to sign a 
stipulation requiring a major 
change in his advertising program, 


cuts, except in cases involving Un-'the manufacturer protested that 
fair trade practices, such as false | other industry members were us- 
advertising. Cases involving price jng jidentieal claims. 

discrimination and other Clayton) Ag a result, the demand for a 
Act offenses were never settled | stipulation was put aside, and the 
without the issuance of a ceas€ members of the lipstick industry 


and desist order. 


s Sometimes the results could be 
downright embarrassing. About a 
year ago, for example, a watch 
company innocently inquired as to 
the validity of certain advertising 
allowances which it desired to 
make. It thought a frank inquiry 
would bring a like answer. 
Several conferences, 


all insti-' 


were called to a conference with 
'the commission’s bureau of indus- 


‘Instalment Credit 
Has Many Families 


| s . 
on Financial Ropes 
Federal Trade Commission Act on Sept. 26, 1914, he was confident that 


MINNEAPOLIS, July 14—Instal-'| 
ment credit is swamping an in- 
creasing number of U. S. families. | 

A survey of consumer credit 
made by the family economics bu- 
reau of Northwestern National 
Life Insurance Co. has found that, | 
while a tremendous growth in per- 
sonal savings has occurred during 
the inflation period of the past 
decade, millions of people, less 
fortunate, have hit the financial 
bottom. 

Here’s the picture of the typical 
instalment-burdened family, seek- 
ing help from a debt adjustment 
company, according to the report: 
Income, between $3,000 and $4,000 
a year; owes from eight to 15 
creditors a total of $1,200 to $2,500, 
or four to eight months’ income; 
has automobile and television set, 
and has no savings or other cash 
resources. 


® The debt adjustment company 
usually takes charge of the pay- 
check of such a family, returns un- 
wise purchases if possible, and 
works out easier payoff terms with 
remaining creditors. Meanwhile, 
the family is kept on a strict eco- 
nomy living budget. 

Families are thrown into finan- 
cial tailspins mainly by inflation 
and high taxes; inability to resist 
“impulse” buying, combined with 
easy credit; illness or other emer- 
gencies, and plain bad manage- 
ment, the study explains. 

Instalment credit continues to 
reach record totals, the report 
points out, recently passing the $20 
billion mark, while total consumer 


‘try cooperation. The problem of. 
lipstick terminology is being stud-_ 
ied on an industrywide basis, and. 
FTC hopes eventually to work out | 
an agreement which will show the; 
industry what it can do—without | 
causing embarrassment or injury | 
to individual industry members. 


(Continued on Page 66) 


Triangle Buys ‘Quick’ Title; Will Revive 
Publication as a Bi-weekly in September 


PHILapeLpuiA, July 15—A new)of the Newark Star-Ledger, Chi-| 
digest-size picture and news mag- cago Sun and the Inquirer. Edi- | 
azine bearing the title “Quick” will} torial offices will be at 30 Rocke- 
be launched by Triangle Publica-| feller Plaza, New York. 
tions in the fall. The first issue, David Podvey, business mana- | 
will be on the newsstands on Sept. | ger of the Inquirer and administra- 
16 and dated Sept. 30. itive assistant to Mr. Annenberg, 
Triangle purchased the title will be business manager of 
“Quick” from Cowles Magazines| “Quick” and will work out of 
Inc. after its demise. Walter H.| Philadelphia. 
Annenberg, editor and publisher} AA learned that Triangle ini-| 
of the Philadelphia Inquirer and tially will not attempt to sell ad- 
head of Triangle, personally de- vertising in “Quick.” The editorial | 
cided to launch this newest ven-| staff will be small, at least during 
ture, AA learned. ‘early issues. Triangle hopes to) 
The new “Quick” will be pub-' show a profit on its circulation. 
lished bi-weekly and will have a/Selling price for the publication 
new format, a new size and con- | has not been disclosed. 
tent differing from that of the for-| This is the second addition to 
mer Cowles magazine. It will mea- | Triangle Publications this year. On 
sure 514x7%”. It will be printed | April 3, the Annenberg publishing 
in rotogravure by the gravure di- enterprise published its first na- 
vision of Triangle Publications in| tional edition of TV Guide, which 
Philadelphia. Covers and many now has a weekly circulation of 
editorial pages will be in full col-| abeut 1,500,000. Other magazines 
or. The first issue will contain 64/in the Triangle string include Sev-| 
pages. enteen and Official Detective. | 
The magazine will appear on | 
newsstands every other Wednes-| Dior Corp. Names Hamilton 
day. Emphasis will be given to; Ray Hamilton, formerly with 
pictorial coverage of news. Edi- Jacqueline Cochran, New _York 
torial copy will include news fea-| cosmetic manufacturer, has joined 
tures and interpretative articles. (Christian Dior Perfumes, New 
York, as midwestern sales repre- 
sentative. Mr. Hamilton was at 
one time on the staff of Parfums 
Schiaparelli. 


s Executive editor will be E. Z. 
Dimitman, former executive editor 


| brands, as well as W. L. Douglas 


credit now approximates $27 bil- 
lion. After having leveled off in 
its long postwar climb, instalment 
buying started a new upsurge 
upon the suspension of Regula- 
tion W in May, 1952. 


Shoe Co. to Erwin, Wasey 


General Shoe Corp., Nashville, 
has named Erwin, Wasey & Co., 
New York, to handle advertising 
for its Friendly and Valentine 


shoes, beginning Aug. 1. The move 
was made to consolidate the com- 
pany’s advertising in fewer agen- 
cies and because of possible con- 
flicts with another shoe account 
being handled by Anderson & 
Cairns, New York, the present 
agency. 


'and Kirsten Pipe Co., 


TOASTING TOOTSIES—This ad, to appear 

in the August Seventeen; tells the college 

crowd about Hub Hosiery Mills ‘‘campus- 

tested” socks. Silton Co., Boston, is the Hub 
agency. 


Miniature 10-Story 
Building Shows How 
New Elevators Work 


New York, July 14—Engineer- 
ing developments which reputedly 
make possible the first entirely 
automatic, electronic elevator sys- 
tem were demonstrated today with 
a miniature 10-story building by 
Otis Elevator Co. 

Every traffic pattern which 
might occur in any type of eleva- 
tor-equipped building is set up on 
the control panel of the demon- 
strator to show how the electronic 
“brain” analyzes traffic and 
changes car schedules to match 
the patterns. 

Electronic elevators, similar to 
those in the model, have been 
installed in 80 office buildings, 
Otis officials said. The elevators, 
operated without attendants, save 
office building operators about 
$7,000 a year, and hotels about 
$14,000 a year, according to Otis 
figures. During the first quarter 
of 1953, about 75% of Otis eleva- 
tors sold for office buildings were 
of the new automatic type. 


® Current advertising of the com- 
pany is being directed almost en- 
tirely to promotion of automatic 
elevators. G. M. Basford Co. is the 
agency. Schedules call for use of 
five executive pubklications—Busi- 
ness Week, Dun’s Review, Fortune, 
U.S. News & World Report and 
Wall Street Journal, plus ten busi- 
ness papers in building, depart- 
ment store and architectural fields. 

LeRoy A. Petersen, Otis presi- 
dent, said that Otis expects 80% 
of the cars it sells for office build- 
ings this year to be operated with- 
out attendants. 

The demonstration marked the 
start of a nationwide tour of the 
miniature reproductions of the 
new elevators as part of the com- 
pany’s celebration of its 100th 
anniversary. 


Two Appoint Cole & Weber 


San Juan Fishing & Packing Co., 
both of 
Seattle, have appointed Cole & 
Weber, Seattle, to handle their ad- 
vertising. San Juan Fishing will 
use newspapers, television and 


|point of sale, emphasizing pack- 


aged frozen fish products. Kirsten 
will use national promotion with 
emphasis on its line of cigaret 
holders, scheduling magazines and 
ef 


Tell Names Rachesky A. E. 


Herb E. Rachesky, formerly ad- 
vertising manager for Felmar Inc., 


|Palm Beach, Fla., has joined the 


| staff of Ralph Martin Tell Adver- 


_SWEET—Jeanne Hedrich, chosen queen of | 
| the summer home 


‘urnishings market in the. 
American Furniture Mart, Chicago, looks’ 
at a layout of an ad for the Malibu suite 
vy Kroehler Mfg. ©o., Naperville, Ill. Ads 
will run during Se otember and October in| 
House Beautiful, Ladies’ Home Journal, | 
Life, Living for Young Homemakers, Look 


tising Agency, Bloomfield, N. J.,' 


as an account executive. 


Kennedy Joins WLW-AM 


John D. Kennedy, formerly 
program director of KFYO, Lub- 


| bock, Tex., has joined WLM-AM, 
and Woman's Home Companion. Henri,|Cincinnati, Crosley Broadcasting | tisers will be protected through the 
| Hurst & McDonalc Chicago, is the agency. |Corp. outlet. 
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Aiming at 40% 
Gain in Sales 


| Curcaco, July 14—Progress and 
specialization together made both 
the hitching rack in front of the 
general store and the store itself 
obsolete. Now there’s a parking 
meter in front of the supermarket 
and there’s a new kind of rack 
‘inside. 
| The rack, which may be a spe- 
cial display bin, a wire form or 
| only a few feet of shelving, has 
| been adapted to the sale of house- 
wares—traditional variety store 
\items—in food marts. While this 
latest merchandising technique ap- 
pears to be a sign of progress com- 
pleting its cycle, food stores are 
not yet general stores. And the 
rack, in seeming contradiction, is 
a sign of further specialization. 
Ever since the depression brought 
shrinking profit margins in food, 
grocers have eyed the high (25% 
to 30%) discount of pots, pans 
and gadgets. Early efforts to sell 
housewares were disenchanting, 
however, when grocers learned 
that a man who knows the food 
business is hard-pressed to keep 
up with the hardware know-how 
of the variety store operator. 


s Then there moved in the rack 
jobber, who offered to take over 
complete merchandising operations 
of the housewares department, 
leaving the grocer only the job of 
collecting money from customers. 

The rack jobber gained ground 
during World War II, when many 
food lines were in limited supply. 
Since the war, a repeat decline in 
food profit margins has added to 
his appeal. 

The rack business is getting big- 
ger and ’53 sales are expected to hit 
the $100,000,000 mark, a 40% in- 
crease over that of last year. If 
the goal is reached, housewares 
will be second only to cosmetics 
and non-prescription drugs as the 
leading non-food seller in super- 
markets. 

Spearheading the sales effort is 
the American Rack Merchandisers 
Institute, Chicago, a three-year- 
old trade association of jobbers and 

(Continued on Page 26) 


Westinghouse Opens 
Campaign to Double 
Sales of TV Sets 


New York, July 16—Westing- 
house Electric Corp. has mapped a 
fall ad drive aimed at selling as 
many television sets in six months 
as in the previous year. 

The magazine phase of the cam- 
paign will be launched soon in 
Life and The Saturday Evening 
Post, with color pages scheduled 
to run every week in each through- 
out the fall. There will also be a 
separate series on radio in the 
same magazines. 

This will be backed up by color 
page copy in Parade and The 
|'American Weekly. The largest 
‘newspaper drive ever planned by 
the Westinghouse television and 
‘radio division will run this fall 
| with 568 ads scheduled in 75 cities. 
| In addition this division will get 
a large share of the commercials 
'on Westinghouse’s professional 
football series over DuMont and on 
|“Studio One” (CBS-TV). Fuller & 
|Smith & Ross is the agency. 
| 


‘Electronic Design’ Hikes Rates 


| Electronic Design, published by 
| Hayden Publishing Co., New York, 

will raise its rates with its October 
issue. New base page rate, b&w, 
,one time, will be increased from 
| $445 to $525. All current adver- 


'present calendar year. 
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HONORED—Clients of Ted Workman Advertising, Dallas, threw 


a surprise testimonial dinner for the agency 


when his agency was elected to membership in the American 
Assn. of Advertising Agencies. Mr. Workman, in the dark suit, 
stands surrounded by a few of the clients, who are (left to right) 


Bud Hilker, ad 


a 
§ 

é . 
4 


, East Oil Well Survey Co., Denver; 


head, Ted Workman, 


Aubrey Wilson, sales manager, Wilson Mfg. Co., Wichita Falls, 
Tex.; Harry Lemmons, president, Saladmaster Sales Inc., Dallas; 
John Wilson, president, Wilson Mfg. Co., and Charles Murray, 
Lake Whitney Enterprises, Whitney, Tex. 


British Papers Fear 
Radio-TV Ads Sent 
from Outside Island 


LONDON, ENGLAND, July 
British newspapers don’t want any 
radio or television advertising 
here. And they don’t want anyone 
to “sneak” advertising 


outside the island either. 
This position was made clear in 
a memorandum issued by the 


Newspaper Proprietors Assn. The |the NCS information, 


association represents a number of 


15—| 


into the) 
country through broadcasts from | 


Petry Puts Out Nielsen Coverage Data 
in New Form, Based on Time Buyers Survey 


New York, July 16—Edward 
Petry & Co., radio-TV station rep- 
resentative, has designed a format 
for presentation of Nielsen Cover- 
age Service data which it hopes 


will make life easier for time buy-| 


ers. 

Several months ago, the repre- 
| Sentative sent a questionnaire to 
time buyers in key agencies to 
| find out how they planned to use 
how they 
| would like the data presented and 


daily and Sunday newspapers pub- in what detail. 


lished in London and Manchester 
and circulated in the United King- 
dom. 


The real threat, according to the | 


memorandum, is from 
being organized outside the island 
to beam programs to the British. 


® The group says that commercial 
interests are negotiating to pro- 
vide sponsored radio 
from the Continent and possibly 
from Ireland and Iceland. Also, it 
says, broadcasts from ships out- 
side the three-mile limit are pos- 
sible as are shortwave beams from 
the U. S. as techniques improve. 
If the British government doesn’t 
do something, either through in- 
ternational agreements covering 
such a possibility or by allocating 
wave lengths so that broadcasts 
outside the country can’t be re- 
ceived here, the country will be 
inundated by sponsored radio and 
television broadcasts, the report 


Among the agencies covered in 
this fact-finding survey were 
Compton Advertising, Batten, Bar- 
ton, Durstine & Osborn, McCann- 


stations | Erickson, D’Arcy Advertising Co., 


Lennen & Newell, Benton & Bowles, 
Marschalk & Pratt and Lawrence 
C. Gumbinner Advertising Agency. 


|@ On the basis of their answers, 


programs | petry put together coverage maps 


and charts for eight radio stations 
with the following refinements: 

1. Coverage level was presented 
in three sub-divisions, not four. 
The three: 50-100%, 25-50% and 
10-25%. This is to make buying 
easier for the agency man who is 
| putting together a 200-station cam- 


| paign, for example. 


2. Separate daytime and night- 
time maps and charts are given 
prominent position in the folder. 


|This is because the time buyers 


says. 

If this happens, the newspaper | 
men foresee British advertisers | 
being forced to use radio advertis- | 
ing which they don’t want and the | 
British newspapers compeled to 
enter the broadcast field. 


BRITISH TV BOARD 
FROWNS ON RIVALS 

LoNnpDon, July 16—The sixth re-| 
port of the British government’s 
television advisory committee has 
recommended that the _ British 
Broadcasting Corp. be fully devel- 
oped before rivals are permitted 
to function. The report states it 
will be years before wavebands 
can be cleared of conflicting users 
sufficiently to allow the licensing 
of competitors. 

Even then, a maximum of ap- 
proximately 50 stations is seen as 
the limit for some time. Viewers 
with existing sets made for BBC 
reception will need adaptors to en- 
able them to receive other stations, 
according to the report. Currently, 
most sets are made for certain 
wavebands and stations, and are 
not even transferable from one 
part of Britain to another for use 
with a different BBC station. 


Motorola Plans 
18-Story Sign 


with 62° Clock 


CuHIcaco, July 15—Motorola Inc. 


plans to build an 18-story, illumi-| 


nated display sign on Lake Shore 
Dr. near Randolph St. here. The 
sign, claimed by the company to 
be the largest in the world, will 
consist of multi-colored sequences, 
featuring electronics, home and 
car radio and television in ten 
flashing stages. 

A clock, also claimed to be the 
world’s largest, will be mounted 
at the peak of “the giant sign. 
Framed in a television screen 
equal in size to 1,693 21” TV 
screens, the clock will measure 62’ 
in diameter with hands weighing 
2 tons each. 

The giant display, part of the 
company’s 25th anniversary cele- 
bration, will be visible to Chicago 
viewers six miles south of its 


‘downtown location. 


indicated that most clients were 
| interested in day only circulation 
or evening only circulation, not in 
combined figures. 
| 3. County data is given in alpha- 
betical order, with the central 
county of each cluster in caps and 
footnotes indicating the coverage 
level of each county. 

4. Maps show major cities with- 
in the coverage area and those ad- 
jacent to it. 


# 5. Data is presented in such a 
way that ready comparison with 
1949 Broadcast Measurement Bu- 
reau figures is possible, if desired. 
6. Data do not include socio- 
-economic findings in time buyers 
|folders since many buyers indi- 
cated they considered this more of 
'a tool for salesmen. (These de- 
| tails, of course, are available from 
‘individual stations if they are re- 
quired.) 
| 6. Petry condensed the findings 
greatly for compactness and effi- 
ciency. 
| One major point emphasized by 
| several time buyers in their com- 
ments on the presentation of such 
data: It should be strictly factual 
and to-the-point. The station’s 
hard-sell and promotion should be 
done elsewhere because an angled 
picture makes the time buyer 
skeptical of all the figures, it was 
said. 


| Northern Electric 
Plans First Major 


‘Consumer Campaign 


| Cuicaco, July 14—Northern 
‘Electric Co. has scheduled eight 
magazines for a fall campaign, 
first major consumer effort in its 
41 years. The company manufac- 
tures electric blankets and sheets. 
| A four-color page will run in 
‘the November House Beautiful. 
B&w two-thirds and half-pages 
|will appear in Better Homes & 
Gardens, Good Housekeeping, Hol- 


land’s Magazine, House & Garden, | 


Parent’s Magazine and The Satur- 
day Evening Post. 

Business papers covering de- 
partment stores, hardware and 
drug fields also will be used. 

Kencliffe, Breslich & Co., Chi- 
cago, is the agency. 


‘Independent’ Boosts Hayward 


Stewart L. Hayward, with the 
newspaper since 1946, has been 
promoted to national advertising 
manager of the Independent, Pasa- 
dena, Cal. He succeeds Robert F. 


iclients from paying the agency 


WASHINGTON, July 15—Th e| 
struggle of the Cohen & Miller! 


of its biggest client (AA, May 25) 
et. seq.) was complicated this) 
week when one of 14 creditor ra-| 
dio stations obtained a writ of at- 
tachment in an effort to force set- 
tlement of overdue bills. 

After filing suit for $1,300 for) 
time used by the Phillips radio-TV | 
and appliance chain, WGMS—) 
known as “Washington’s good mu- | 
sic station” —obtained a writ which | 
prevents one of Cohen & Miller’s 


for time purchased in its behalf on 
a Washington TV station and a 
Baltimore radio station. 

So far WGMS is the only credi- 
tor to press the agency for the 
total of nearly $50,000 in radio and 
TV time which was on the books | 
when the Phillips chain went) 
bankrupt last month. Phillips also | 
owed Cohen & Miller $9,000 for 
services in its behalf. 


s Several weeks ago, when Phil-| 
lips was in the preliminary stages 
of bankruptcy, attorneys for the 
agency argued that Cohen & Miller 
was not legally responsible for) 
time it purchased “as agent for 
Phillips.” 

Subsequently, however, I. T. 
Cohen and Alvin Miller, principals 
of the agency, circulated a round 
robin letter in which they said 
that regardless of legal liability, 
the agency would do its best to 
see that no station suffered any 
ultimate loss. 

After WGMS obtained its writ, 
Cohen & Miller mailed a second 


Webcor Will Use 
Magazines to Push 
Hi-Fi Phonograph 


Cuicaco, July 17—Webster- 
Chicago Corp. will begin advertis- 
ing its new high-fidelity phono- 
graph this fall. 

The phonograph, called the 
Webcor Musicale, features a loud- 
ness control that permits regula- 
tion of the sound from a whisper 
to full power without any change 
in frequency response. A mahog- 
any model is priced at $149.50 and 
a blond model at $159.50. 

Advertising for the hi-fi phono- 
graph will be confined to maga- 
zines. Copy will break in Septem- 
ber with b&w half-pages in Look 
and The Saturday Evening Post. 


The Saturday Evening Post, with 
one page devoted to dealer listings. 

Insertions will be used later in 
High Fidelity, The New Yorker 
and Sunset Magazine. 

This drive is in addition to Web- 
ster-Chicago’s regular campaign 
in Collier’s, Holiday and Look. 

Fuller & Smith & Ross is the 
agency. 


Krueger, who continues as adver- 


|tising director. 


TERENCE CLYNE, since 1948 a v.p. of 

Biow Co., New York, has been promoted 

to senior v.p. Since 1946 Mr. Clyne has 

been supervisor of the Bulova Watch Co. | 
account. 


Washington Station Wins Writ of 
Attachment Against Cohen & Miller 


round robin report today to media, 
agencies and advertisers warning 


agency to survive the bankruptcy that “one broadcaster—and_inci- 


dentally one of the smaller cred- 
itors—has assumed a selfish atti- 
tude that may operate to the det- 
riment of all concerned.” 


s In its second letter the agency 
reports that its clients have stayed 
with it and that “without excep- 
tion, every desirable client that 
we had on May 1 is still repre- 
sented by Cohen & Miller.” 

The report said that at the end 
of June, the first full month since 
the loss of the Phillips account 
(which provided 60% of the agen- 
cy’s billings), Cohen & Miller 
showed “a modest profit.” 

“There is every indication that 
we will continue to operate in the 
black, but for the present, it will 
not be without personal sacrifices 
by Cohen & Miller management.” 

For a time it appeared that the 
Phillips chain would stave off 
bankruptcy under a_ settlement 
plan worked out by a court-ap- 
pointed referee. Late in June, how- 
ever, an insurance company repre- 
senting a major group of creditors 
rejected the referee’s plan, and 
the chain was thrown into receiv- 
ership. 


# In today’s letter, Cohen & Mil- 
ler reports it had purchased about 
$3,000,000 of advertising for Phil- 
lips over a six-year period. “We 
shared in the success of Phillips 
to the extent of some $450,000. 
Metropolitan Washington news- 
papers, radio and television sta- 
tions and other suppliers of facil- 
ities and services shared in Phil- 
lips’ success to the extent of some 
$2,550,000. 

“Unlike some other suppliers of 
services and facilities, we were 
governed not by sound business 
practices but by sentiment. We 
are not fair weather friends. If we 
were willing to accept the benefits 
of a profitable account, we were 

(Continued on Page 6) 


Sweet Candy Puts All 
Its Budget into Radio 


SaLt LaKE City, July 14— 
Sweet Candy Co. is spending vir- 
tually all of its advertising budget 
for the coming fiscal year in radio. 

The company, via Gillham Ad- 
vertising Agency, has bought 6,074 
transcribed announcements on the 


There later will be a spread in| full facilities of the Intermountain 


Network. This is the most exten- 
sive broadcast advertising cam- 
paign the company has run in its 
history. 

The schedule will be released on 
39 radio stations covering nine 
states, starting early in September. 


RUBSAM & HORRMANN 
OPENS SPOTS DRIVE 


New York, July 16—WNEW has 
sold Rubsam & Horrmann Brewing 
Co. quite a spot campaign. 

Between now and World Series 
time, R&H Crown Premium beer 
will present at least 42 announce- 
ments weekly on the “musical 
baseball scoreboard.” Following an 
opening musical jingle, the spots 
are aired throughout the day to 
give listeners the latest baseball 
news. 


The spots last about one minute. 
At least six a day are broadcast 
between 7 a.m. and 11 p.m., EDT. 
In the morning, scores for the pre- 
ceding day are recapped; at noon- 
time, announcements cover the 
afternoon schedule. In the after- 
noon and evening, there are scores 
of games in progress. 

Sullivan, Stauffer, 

Bayles is the agency. 


Colwell & 
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Lasser, NIAA 
Work on Brief 
for Ad Reserve 


(Continued from Page 1) 


|search expenditures when sales; 
|curves start going down. 

Every business would be given 
'the right each year to get a tax 
deduction of 5% of its sales dollar 
‘if all of this was used (before the 
'close of the business year) to buy 
‘a non-interest-bearing government 
‘security maturing in five years. 
| The buyer would be taxable on 
‘any bonds redeemed each year, 


which Mr. Lasser will organize, or in full for any unredeemed | 


which will be composed of tax 
specialists and economists. 
When the final draft of the Las- 


ser brief has been made, it will 


be distributed to all members of 
NIAA and others interested in the 
idea. The purpose is to gauge reac- 
tion to the proposal among both 
advertising men and management 
executives. 

Both NIAA and Mr. Lasser have 
received several hundred letters 
endorsing the plan proposed by 
Mr. Lasser at Pittsburgh. 


® In substance, the Lasser plan is 
intended to encourage business to 
increase its advertising and re- 


| bonds held at the end of five years. 


'But the buyer would not be taxed 
‘in any year of redemption if he 


could prove that the redeemed 
bonds had been invested in re-| 
search and advertising. 

Mr. Lasser claims the plan will 
not cost the government a cent in 
tax money. 


‘Sports Afield’ to Watson 


Sports Afield, New York, has 
named Ray C. Watson Co., Los 
Angeles, its representative in the 
Pacific Northwest. The new ter- 
ritory is in addition to the Pacific 


| handling. 


Southwest, which Watson has been 


| HENRY J. MUESSEN, since 1943 v.p. and _ 


general manager, has been named presi- 
dent and board chairman of Piel Bros., 
Brooklyn, N. Y., brewery. He succeeds the 
late William Piel who died last April. Mr. 


| Muessen has been associated with Piel’s 


for 20 years. 


Acme Electric Promotes Hall 


Jack Hall, for four years a field 
representative of Acme Electric 
Corp., Cuba, N. Y., has been pro- 
moted to sales director. 


Towns over 25,000 


Towns under 2,500 


Open Country ‘ 


THE DES Moines 


read 


Towns 2,500 to 25,000 . . . . . . 


1,310,000 


PEOPLE 
Everywhere iniowa 


“SUNDAY REGISTER 


380,000 readers 


260,000 readers 
270,000 readers 


400,000 readers 


As reported by the Advertising Research 
Foundation in its first statewide audience study of 


14 Sunday newspapers circulating in Iowa. 


For complete facts on what these people earn, what they own, 
see “A Study of the Des Moines Sunday Register Audience in 
Iowa.” For details on how to get your copy, write Advertising 
Research Foundation, Inc., 11 West 42nd St., New York 36, 


New York. 


THE DES MOINES SUNDAY REGISTER 


...an “A” Schedule Newspaper in an ‘‘A-1’’ Market 


Advertising Age, July 20, 1953 


Magnavox Co. bought a page in Time for a message from its president 
stating “why you can’t buy a Magnavox at a discount.” ’Tain’t so, at 
least in New York, from what dealers told AA “shoppers” ...Page 1 

The administration is pushing hard on its bill to hike postal rates by 
$240,000,000. However, it’s a race against time if the bill is to be 
REE a Pa OP POR Pe eee or Page 1 


“Quick” shall rise again, but the magazine will have a new format 
and a new owner. Triangle Publications will launch the revised 
version in September 


Sales of housewares in food stores are big business. This year rack 
jobbers expect to register $100,000,000 in sales of kitchen gad- 
ME Sac i te iad nk Ae PIES 4 RAER RAO SDE D Reed Page 2 

Washington’s Phillips bankruptcy case is getting more invo%ved. Now 
a radio station has obtained a writ to collect from the ad agency, 
ve ys a ee en eo ee or ee eee mere Page 3 


_Ten years is a long time for a propaganda campaign to run, but during 
| that time the Electric Companies Advertising Program helped 
I 9: og os ay & Reale Le Wy aka b Ew a Ree ORO Page 22 


Now that the excess profits tax extension has passed, admen wonder 

how it will affect budgets. Don’t worry, it won’t, report ANA and 
Four A’s 
Television has to be different to succeed in small markets, according 
to KVOS-TV’s Rogan Jones. His approach is an audience guarantee 
i 0250 oud a Rh RN Ae A ew ORS Page 43 


| Truckers are planning another raid on railroad revenues. The industry 
is mapping a PR drive and a study of use of trucks in inter-city 
DEE Aah ied nese bee PR aaa ca 40k RR Eo Page 44 
| They’re still looking for Al, the late, great copywriter who wrote by 

ear. Norman Heller comes to the defense of research, asks for a 
i a ae er ied EDS OA ae ene ae Page 54 
All these home appliance campaigns may not be moving goods, Good 

Housekeeping finds, but adds that many people intend to buy in a 


DU INE ory. ¥-Gra eka are ate ea whe Ra 4 oudia a ig AA Sark RT Page 62 
REGULAR FEATURES 

Advertising Market Place ....50 Mail Order Clinic ........... 56 
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WARWICK PHOTOTYPE 


= sales and 
advertising 
presentations 
in large type! 


Type set photographically in miniature on a 
revolutionary new machine can be enlarged 
many times, 288 point or larger, with absolute 
sharpness and fidelity. You'll be amazed! This 
entire advertisement set with Warwick Photo- 
type. Write for complete Phototype story today. 


WARWICK TYPOGRAPHERS, INC. 
Dept. A27, 920 Washington Ave., St. Lovis 1, Mo. 


Overnight by air mail from most of U.S. 


| 
| WARWICK PHOTOTYPE 


| 


WARWICK SERVES CLIENTS IN-33 STATES, PUERTO RICO, MEXICO AND CUBA 
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KEW YORE MERALD TRIBUNE. TCESDAY, MaT 


In July 1949 Ziff-Davis brought out 
issue of Movean Bune. 78089 


ae J 
Since then, more brides-to-be ’ wy Une 
cach issue of Moveax Bue The Negttien Ry * Ios; 
competitors combined. y 20 West Yor, oto 
Today Movean Bawe is the ” Yor, Ast sp ita Try 
advertising lineage, in net Dean ~ ey yp “Peeg bune 
editorial content, and - 21). 
bridal field I Jing, 
Mop You 
Modern Bride.......0.:. tion V264) © Ada.” thay 
se RRS Qop Ftd sen, the 
product lists in this Ou e then ent 1 espn 
We invite you to Ling Story sis Justin The Ne, He 
less than four We 2. Plage th Cup Yor. SL veg 
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“telling men of decision” 


You can reach the men who control buying decisions in manufacturing 


y 
and advertising with a mininum of waste in the Herald Tribune... A moucas 


because 61 out of every 100 working males in Herald Tribune families =DlEW-TORK LEADERS ARE 

are in management positions... in a position to influence much 

of the nation’s major spending. Proof of the Herald Tribune’s Herald Tribune 
impact comes from countless advertisers ... in testimonials like 

this letter on how Modern Bride’s success story impressed READERS 
American leaders through an EXCLUSIVE 2-page spread in the 


Herald Tribune. Find out all the facts on how the Herald Tribune 


can get you action at the top level... where it counts! . 78th in a series 
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Jenkins Joins WK]F-TV |Ivano Names Roberts S. M. 


Joseph A. Jenkins, formerly an| John F. Roberts, formerly with| 
executive for National Broadcast- Ekco Products Co., Chicago, has} 
ing Co., has been appointed com- 
mercial manager of WKJF-TV, 
new Pittsburgh television outlet. 


manager of Ivano Inc., 


| 
Reisman to Beckman, Hamilton Ketchum, MacLeod Boosts 2 


Emil Reisman, formerly creative!) Albert C. Evans and Melville H. 
director of Pardee Co., has been’ Smith, account executives for Ket- 
named an account supervisor for'chum, MacLeod & Grove, Pitts- 
Beckman, Hamilton & Associates, burgh agency, have been promoted 
Los Angeles. ‘to account supervisors. 


a 
i HOT WEATHER NOTE: Two air-cooled 
kitchens and studios make fresh, 


appetizing food photography easy 
CHARLES F KUONI STUDIO 
Cb Ploteqraphy. 


61 WEST ERIE CHICAGO 11 


Telephone SU 7-4483-4 


SS 


been appointed sales promotion | 
Chicago | 
| maker of vinyl sponge products. | 


LARRY WHERRY, who joined Sherman & 

Marquette, Chicago agency, in 1942, has 

been elected president. Louis E. Tilden and 

Bruce Baker have been elected v.p.’s. Ar- 

thur F. Marquette will move from president 
to chairman of the board. 


Joins Wyckoff & Downard 

Wallace L. Sommers, formerly 
assistant art director for Raymond 
L. Sines & Associates, San Francis- 
co, has been named assistant art 
director for Wyckoff & Downard, 
San Francisco. 


moment, 


128 'S. INDUSTRY FOR 
HE COMPLETE ADVANC 
PICTURE OF ALL AVAIL 
ABLE SUPPLY SOURCE 


T. R. READERSHIP 
T.R. BUYERSHIP 


There are relatively few of the major 
buying powers that have not adopted T. R. 
as their guide in purchasing. Over 50,000 
copies in use — 20,160 of latest edition 
with balance of earlier editions based on 
resale figures and other evidence. And an 
average of three individuals habitually use 


scribers. 


each copy. T. R. 


Thus, Product informative advertis- 
ing in Thomas Register is often the 
only advertising seen at the buying 


It— 


1. Influences product selection 
directly! 


2. Revives impressions from 
other advertising. 


3. Provides returns far beyond 
the small annual cost. 


VATA LO 
1OO* 


T. R. circulation is fully paid and ABC 
Audited. The substantial price of each 
edition eliminates any mere curiosity sub- 


Your Thomas Register representative 
will be glad to show you how you can 
reach many of your major markets thru 


"It Pays Te 4Aduertise Where Buyers Look for rbduertising™ 


THOMAS 


aes oT 


THOMAS 
REGISTER 


PUBLISHING COMPANY 


461 EIGHTH AVENUE 
NEW YORK 1, N. Y. 


OUR REPRESENTATIVES 
SEE VOL It 
THOMAS 


REGISTER 


(Continued from Page 3) 


lalso ready to accept the risks. If 
|the Phillips’ 


ship were to sink, 
we would go down with it—if we) 


» |had to. 


“But we don’t have to—unless 
certain broadcasters force it upon. 
us. We don’t believe it will serve) 
the best interests of broadcasters, 
publishers, the advertising profes-| 
sion, advertising personnel—or 
Washington business in general—if 
Cohen & Miller is forced out of. 
business.” P 


# The letter charges that WGMS 
is attempting “to seize funds which 
belong neither to them nor to Co- 
hen & Miller, but to other broad- 
casters—some of them not even 
remotely involved in the Phillips 
situation.” 

The letter said other broadcast- 
ers involved have sought to deter 
WGMS from taking such action 
“since it may easily lead to con- 
sequences that may prove detri- 
mental to all broadcasters.” 

M. Robert Rogers, general man- 
ager of WGMS, told ADVERTISING 
AcE the writ was obtained “on 
straightforward business motives” 
on advice of counsel, as the best 
way to protect the station. 

He said WGMS has an iron-clad 
contract with Cohen & Miller and 
is in a stronger legal position than 
other stations which had entered 
into contracts where Cohen & Mil- 
ler bought time under the signa- 
ture, ‘‘agents for Phillips.” 


® He also said there is some feel- 
ing among attorneys here that the 
mere fact that Cohen & Miller has 
circulated statements accepting 
moral responsibility for the time 
used by Phillips does not give 
iron-clad protection to the sta- 
tions. 

Mr. Cohen, who is president of 
the agency, told AA today that 
other stations are selling time to 
Cohen & Miller on condition that 
current bills are paid promptly. 
“Whatever they lose on the Phil- 
lips account will be paid if it takes 
the rest of our lives,” he said. 

In today’s letter the agency said} 
as far back as 1950 it had tried to 
induce Washington TV dealers to 
eliminate cut-throat price cutting. 

“Here was the most desirable, 


Advertising Age, July 20, 1953 


Washington Station Wins Writ of 
Attachment Against Cohen & Miller 


'the most wanted new commodity 


to strike the public fancy in our 
generation, being prostituted for 
the sake of quick profits, volume 
and power. Retailers, aided and 
abetted by manufacturers and dis- 
tributors, outdid each other in 
‘cutting prices of a commodity that 


“everybody wanted. Distributors 


sold direct to the public, to thinly- 
disguised discount houses, to drug 
stores, jewelers, and others foreign 
to the field. 


® “Retailers, forced to cope with 
this illegitimate competition, re- 
sorted to selling at the shortest of 
profits, and, to those with unquali- 
fied credit, forever building vol- 
ume while neglecting customer 
service and good-will. 

“Meanwhile, contrary to the 
counsel of Cohen & Miller, Phillips 
expanded to a four-store opera- 
tion, and without the necessary 
capital for such expansion, spread 
its resources too thin. Finally, 
when the change of administration 


‘created chaos among government 


workers, the panic was on. Under- 
capitalized and with its volume 
suddenly halved, Phillips—along 
with other television retailers, 
large and small—had become a 
victim of the mad race for volume 
and power which saturated a mar- 
ket long before its time.” 


3 to Fradkin Advertising 
Alpine Imports, importer of mo- 
saic Italian jewelry, and Fashion 
Hobbies, merchandiser of decora- 
tive bead kits for women’s wear, 
both of New York, have named 
Fradkin Advertising Co., New 
York, to handle their advertising. 
The agency has been named also 
by Dry-Aid, Newark maker of 
child training devices. Consumer 
magazines will be used for Al- 
pine and Fashion Hobbies. Plans 
for Dry-Aid are in preparation. 


Drops Caryl Richards Account 

Gibraltar Advertising Agency, 
New York, has resigned the ac- 
count of Caryl Richards _Inc., 
Brooklyn manufacturer of a per- 
manent wave solution. 


Honald Joins Rhoades & Davis 

G. A. (Al) Honald, formerly 
with Ralph H. Jones Co., Cincin- 
nati, has been named v.p. and ac- 
count executive in the Los Angeles 
office of Rhoades & Davis. 
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*K Every set of 


WET PROOFS THAT ARE 


GENUINELY WET* 


plates intended for four 
color wet edition printing is 
both flatted and final proofed 


on modern four color 
proofing presses. 


‘wet’ 


Beautiful Color Work + Outstanding Black & White 


600 W. Van Buren Street, Chicago 7 
Telephone STate 2-5367 
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As a grocery product marketer you know pretty definitely what you 
demand in a market - and in the newspaper that is to carry your advertising. 


1. LOTS OF WOMEN 


For one thing it's likely you want to reach 
lots of women. They are your market. 
Here's how The Kansas City Star meets 
that requirement: 


Virtually the entire circulation of The 
Kansas City Star (about 350,000 copies 
morning and evening — 700,000 copies 
daily) is HOME DELIVERED. The house- 
wife doesn't have to wait for the paper to 
be brought home by husband or employed 
daughter; she gets it FIRST—ahead of the 
rest of the family—delivered to her by the 
largest, most efficient newspaper carrier 
organization in America. The Star's circu- 
lation plan is made to order for women 
readers—and for the purposes of your ad- 
vertising. 


2. LIGHTNING Dealer DISTRIBUTION 


Your distribution in Kansas City is the most 
quickly attainable in the whole nation. Call 


THE KANSAS CITY STAR 


Evening—352,295 


Morning—344,012 


on four aggressive, Star-advertising chains 
and you have contacted 65% of the city's 
total dollar grocery business. Four calls— 
65%! Make 150 additional calls on the 
equally aggressive, brand-conscious inde- 
pendents and you have told your dealer 
story to 95% of the total grocery dollar 
market of more than 232 million dollars 
annually. Where else is there a dealer 
picture like that? 


The Grocery Merchandiser published by 
The Kansas City Star is seized upon and 
scoured eagerly by every alert grocer in 
Kansas City. It is FAST, up to the min- 
ute, written in grocer language, circulated 
every week! It gives dates and sizes of 
all national grocery product advertise- 
ments. It is brightened with pictures of 
items that merit emphasis because of new- 
ness, persistence or unique advertising 
approach. It preaches the gospel of brand 


Sunday—372,118 


Kansas City Chicago 
1729 Grand Ave. 
HArrison 1200 


names, urges store displays and advertis- 
ing tie-ins. It reaches 95% of your market 
every week, 


4. LOW SELLING COST 


You can reach Kansas City dealers at low 
cost, as just explained. Youcan keep them 
posted on your schedules at no cost at all, 
as just explained. AND you can reach your 
consumers at the lowest per capita cost of 
all newspapers. Not only is The Star's cir- 
culation the most thorough in America; 
The Star's milline advertising rate is the 
lowest of all newspapers — actually less 
than half the average of other newspapers. 


Maybe we have missed the mark. Maybe 
your list of advertising musts includes 
other items than these. Let us know. Call 
any of our offices and ask for further in- 
formation about America's foremost test 
market and America's leading test news- 


paper. 


New York 
15 E. 40th St. 
Murray Hill 3-6161 


202 S. State St. 
WeEbster 9-0532 
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White Joins Earle Ludgin ‘Life’ Hikes Rates, Guarantee 


William H. White Jr., formerly _ Life, New York, will raise its 
associated with Price, Robinson & Circulation base by 200,000 to — 
Frank, Chicago, has joined the 400,000 and its advertising og y 
merchandising staff of Earle Lud- 4% to 6% with the py + . 
gin & Co., Chicago. 1, 1954. The rate boost is “slightly 

: ‘more than the proportionate in- 

crease in pt epee _ to het: 
‘continuing rise in publishing costs,” 
Even the owners according to the publication. Life’s 


‘b&w page currently costs $19,200, 
4 tempted fe SRSW Or ond its four-color page is $30,600. 


| 
THEIR OWN ADS when done by us. | 
This thrill, you too, may ex peri- Pat Kelly Advertising Bows 
ALI P ence. Ask for our samples first. | Pat Kelly Advertising Agency 


—— ——— 


Advertising Typogra phy has opened offices at 225 W. 57th 
11 £. HUBBARD ST., CHICAGO 11 © MO 4-6134 St New York. 


Always No. 1 PREMIUM 

Millions Have Been Used 
COLORFUL PLASTIC APRONS Tt 

As Low As 10¢ Each 


@ 90% Sure 
@ Excellent Give-Aways 
@ Ideal Self-Liquidators 


d 25 
@ Tie in with Any Promotion a on me. 
ALBERT BROOKS PRODUCTS CO. Dept. AA-2, Mdse. Mart, Chicago 54 


Bullock’; 3-D 
Ads Are Success 
in ‘L. A. Times’ 


(Continued from Page 1) 

Mr. Rice said the 3-D ads, also 
being “new” and “firsts,” served 
to stress the news aspects of the 
ads themselves, and in a dramatic 
manner. This institutional or pres- 
tige effect is frequently used in 
Bullock’s advertising. 

During the past year it has run 
in paid space a fashion primer 
(i.e., “A” is accessories with items 
listed and suggestions for how they 
should be worn); an Easter ad 
which had to be reprinted by re- 
quest, designed so children could 
'make cutout figures; instructions 
for serving mother breakfast in 
/bed on Mother’s Day, etc. 
| Total cost of the six ads this 


week will be in excess of $23,000. | 
Cost per page for engravings, col- 
or and space is close to $3,000 as 
‘compared to about $2,000 for a ~ 
standard color page. The glasses 
cost approximately $5,000. Bul- 
_lock’s also had to pay for the stuf- 
fing of the glasses in more than 
' 400,000 copies of the Times. 
A further cost was for four, 
‘months of research to work out 
_ production details. Initial research 
'was done by Pat Scha Studios, | 
which did the photography. Also| . 
| participating in the research were 
the Times and Schaefer Engraving | 
|Co., which made the plates. 
| The principle of photography for wittis D. EVANS, formerly general sales 
3-D printing was fairly well 00! Sete of Elgin Watch Co., has been 
tablished: one camera, with two appointed v.p. in charge of marketing for 
lenses set apart the distance be- Ronson Art Metal Works, Newark, N. J. 
i\tween the eyes, making two pic- | Mr. Evans will supervise sales, advertising, 
tures, or two cameras close to-_ and merchandising activities. 
gether to achieve the same result. | 


a The printing presented the big. printing successfully. With news- 


| : ‘ | print, the concern was over th 
| unknown. Slick papers with its | §5-line screen and the r.o.p Pveng 
“high screen and fidelity of regis-| istration which might result in 


\tration, has been used for 3-D | overlapping of color dots and re- 
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duction of the dimensional effect. 
| The ads as printed did achieve 
/a very definite 3-D effect when the 


; : _ glasses were used. 
BULLETIN | The Times promoted the series 
§.0 PAULO. Brazil. j j ; ; 
Pg FP hae > Tg om _with front-page editorial boxes on 
6) persons were reported ' | y ; - 
<0 series. tre: teperted A. |several days, teaser announce 
death of suffocated—in a _ments, lay-down cards and rack 
t that ad Ww | 
dunce hall early today from, | cards for newsstands. A result of 
a 'this was a perceptible increase in 
street sales. 
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Republican majority ts heavier 


| 6399 Tancis¢ 
revenue-ratsing legislation, . N FRA \d9- 
ally ts the heavier handed of the SA kB 
chambers o@ budgets pronadno’ 

Actually; recent sitpower 


ments by Democratic senatory 
as Symmgton of Missouri, } 
Alabama and Maybank ota 
_ Caroline show only hated 
% tion of being part of , trend 


The senators who are [hel 
; along with the cot Demog n 
well as Repablicans — simply . 


tight and waiting develop 
Thy Pave nothing pa and ova 
to foe, by being tabbed ~ against the . 
Air Porce. at thew silence dete 
not lewmen the worth of thew vote. 
é Aga (nas inaus tacks sinads St ONG & 
: re} rime One. Such Demo 
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~ ged Douglas of Iino have bucked 
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4 the Air Porce, particularly on Ue 
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tive Byrd. of Virginia is expected. wae 
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Daawih SAPAMOGatA Frederick F_ Bailey (icit). of 
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toy . 7 ® Distribution of the glasses 
hy turned out to be a minor problem. 


The glasses were sent to dealers 
several days in advance. They 
tucked the glasses under the string 


P or rubber band holding the paper 
reace together for home delivery. Hust- 
, lers put the glasses inside the pa- 
Eereniatice appesre® so neue per. They and dealers were given 
for the wars cod. van : extra supplies for those who said 
Bais not to be swept away with they failed to receive them. The 
saitd ta diy point Gate's first day there were 300 calls to 
Pare Bighth Army ‘the Times asking for glasses. This 
Bidind medical personnel were |dwindled to 100 calls the second 

art prisoner cachange te- day. 
Eicconmicionewetite fan The only  out-of-the-ordinary 
te assume their New jobs ae | problem with the glasses resulted 
welt as stall officers are from the fact they could not be 
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mailed with the newspaper be- 
Bp sening of the a cause of postal regulations. Mail 
tall session wis set for é subscribers were sent glasses sev- 


bs ee i i ral days in advance, with a note 
change and ye |telling these readers to look for 
iaison officers’ i the first of the ads on Monday. 
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Maticrs. # 
ites ol 24,292,600 TV Sets in U.S. 
B faged for hive : There were approximately 24,- 
Gea ee con fT 292,600 U.S. homes with television 
a Seoul Park . isets as of June 1, according to an 
ar: ie estimate released by_ National 
Miabsence of de- | Broadcasting Co., New York. This 
I tecetica / ‘is an increase of about 362,600 
phic /over the May 1 level. 
game | Leading TV markets as of 
Bitone, best the | June 1 were: New York—3,535,000 
pia ‘homes; Chicago—1,570,000; Los 
ruc | Angeles—1,460,000; Philadelphia— 
il } | 1,255,000, and Boston—1,061,000. 
RAINJURED 
yy dune 14 (AP) ‘ — 
fh singer who |B. B. Pen to Hilton & Riggio 
aS at » hocps. B. B. Pen Co., Hollywood, Cal., 
in a traftic ‘has appointed Hilton & Riggio, 


ecu New York, to direct its advertising, 


ba trec ‘effective Aug. 1. Previously, Roy 
; |S. Durstine Inc., Los Angeles, had 
the account. 
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What makes a newspaper great? 


When McKinley’s assassination was 
hot news, and Teddy Roosevelt was 
warming up for his first term in the 
White House, an earnest printer’s 
apprentice named Bill Blackburn took 
off his iron hat and alpaca coat and 
sat down to compose his first want ad 
for the Minneapolis newspapers: 


FOR SALE Handsomely fitted 
Surrey. Silk fringe. Genuine leather 


seats. Write Box 965. 


Millions of want ads and some fifty 
years later the same Bill Blackburn, 
now a senior compositor in the want 
ad makeup department, put to bed 
another want ad section containing 
the following offer for sale: 


’53 Cadillac Convert. Power steer- 
ing, electronic eye. 4,000 actual 
miles. Call JA 3255. 


Between thesurrey and the Cadillac, 
Blackburn has watched the want ad 
department of his Minneapolis news- 
papers grow from a random collection 
of public notices and auction an- 
nouncements to massive newspaper 
sections that reflect the progress and 
prosperity of the great Upper Midwest 
region. 

Each year the Minneapolis Star and 
Tribune publish nearly a million and 
a quarter individual want ads, each 
one subject to rigid copy censorship to 
eliminate unethical advertising, each 
veiled in impartial secrecy until pub- 
lication to give all readers, including 
newsmen, the same chance at desir- 
able goods and services. 


Market-place of mil- 
lions and side-show of 
irresistible appeal to the 
curious, the want ad sec- 
tions of the Minneapolis 
Star and Tribune com- 
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pete for high readership honors with 
the best of the best-read features in 
the Upper Midwest’s favorite news- 
papers. 

Whether for a hot bargain, a knot- 
hole peek at human nature, or a com- 
plete, reliable, well-edited presentation 
of the day’s news, citizens of the great 
224-county area called the Upper 
Midwest turn naturally to the Minne- 
apolis Star and Tribune, newspapers 
which serve their readers well, as 
entertaining companions, trusted 
spokesmen and dependable friends. 


Minneapolis 
Star and Tribune 


EVENING MORNING & SUNDAY 


620,000 SUNDAY + 485,000 DAILY 


JOHN COWLES, President 
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Booth Michigan Newspapers can and will help you get new sales records out of 
this 7th largest retail state in the country. 


Booth papers cover over a third of the entire state ...a market which in itself 
is bigger than that of any one of more than 20 entire states! 


3 Kalamazoo per-capita retail sales are 6th highest 
in the country for cities over 50,000 population! 


Did you know that total population of the 8 7 | Genesee County (covered by the Flint Journal) 
Booth Michigan Newspaper Markets is over one is the third highest county in the United States 
and three-quarters million! in “automotive manufacture value added’”’! 


* The Grand Rapids Market stands 29% above 5 Both the Flint Journal and Grand Rapids Press 
the national average in filling-station sales! carry more advertising linage than either of two 
Detroit papers! 


“Booth Michigan” is a great market . . . a profitable market for you. Sell it with 
your dealers’ favorite medium—Booth Newspapers. Let us help you merchan- | 
dise your new schedules. Use the phone numbers below: 


A. H. Kuch, The John E. Lutz Co. 
For latest market 110 E. 42nd Street 435 N. Michigan Avenue ; 
New York 17, New York Chicago 11, Illinois 
folder, call = Murray Hill 6-7232 Superior 7-4680 | 
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How Far Does Agency Service Go? 


E. B. Weiss, director of merchandising for Grey Advertising Agen- 
cy, calls our attention to an ad for a firm of management consultants, 
headed “Are You Expecting Too Much from Your Advertising Agen- 
cy?” The general tenor of the ad is that agencies may be doing so 
many things that they may be impairing their chief function: the 
creation of compelling sales messages. 

Ed has felt for some time, he says, that management consultants, 


industrial engineers, and other specialized consulting services are 


edging over into the historic functions of the advertising agency. “If 
advertising agencies want to dispense with some of their services,” 
he says, “then they might very well be permitted to do so of their 
own free will and by themselves—rather than to have a firm of man- 
agement consultants take the initiative.” 

That seems fair enough to us. But we doubt whether the problem is 
so much one of consulting organizations edging over into the historic 
functions of advertising agencies as it is of management consultants, 
industrial engineers, sales engineers, public relations consultants and 
advertising agencies all edging over into the historic functions of 
company management. In many companies, we suspect, this edging 
over by outside specialists into normal management functions has 
reached the point where management itself does practically nothing 
but decide which firm of specialists to hire as consultants in the vari- 
ous fields in which management is supposed to function. 

The lawyer, the certified public accountant and the advertising 
agency were undoubtedly the first three outsiders generally to move 
in on the management level, and to take over substantial segments 
of management’s job. Originally, their areas of operation were well 
and clearly defined and delimited. But in each instance, the com- 
plexities of the times have caused all to spread their operations over 
a broader base than was originally true. And, of course, there has 
been the growth of a host of other consulting specialists—‘overall” 
specialists like management consultants, tax specialists, production 
flow teams, management training organizations, and everything else. 

In the natural course of events, these hordes of specialists tend to 
get in each other’s way and step on each other’s toes. And some- 
times the test of a specialist is not how good he is at his specialty, 
but how good he is in selling his point of view in opposition to the 
points of views expressed by other specialists who are currently en- 
gaged in picking the same organization apart. 

This business of management giving away its managerial rights 
is a pleasing sight to most of the specialists, but not particularly 
pleasing to the advertising agency. For only in the case of the adver- 
tising agency does the client usually expect more and more services 
performed, without any increase in cost. And this reluctance of 
clients to pay agencies additional fees for additional services rendered 
is precisely what makes it so difficult for most agencies to decide 
how far they want to go in supplying corrolary services. 


Admen Make Coins Go Far 


The shrinking value of U. S. money may be apparent when the 
little woman goes shopping at the supermarket, but advertising men 
will have to agree that they have been getting terrific mileage out 
of the coins turned out by the U. S. mint since it was decided that 
counterfeiters would not gain much if U. S. coins were reproduced in 
advertising. 

Scarcely a day passes that some advertiser doesn’t make good use 
of a dramatic photo of one or more coins. And the funny thing is 
that the reproduction of a coin still has enormous stopping power, 
even though such reproductions have been used often enough so that 
they scarcely fall into the novelty class any more. 

There must be some sort of moral for art directors and creative 
people here somewhere, but at the moment it escapes us. At any rate, 
money seems destined to be plentiful in ads for some time to come. 


“The art on this will cost you P-L-E-N-T-Y. . 
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—Advertising Requirements 
and that’s only an estimate!’ 


What They're Saying 


Literally a Shame 

We are always a little sad when 
we see a word losing a pristine 
meaning that is still useful. We 
feel that way about “disinter- 
ested,” for example; it is fast los- 
ing its meaning as “unbiased” or 
“lack of selfish interest.” And a 
colleague mentioned to us the oth- 
er day his long-standing gloom 
that there is now no word that 
means what “poignant” originally 
meant—a sharp, piercing pain. 

We are bothered now with what 
is happening to the word “liter- 
ally.” It is being used more and 
more where “figuratively” is real- 
ly meant, and we are therefore 
taken with the melancholy thought 


| that we will soon be unable to use 


it in its original sense. (We no 
longer dare use “disinterested” 
very much for fear ef being mis- 
understood.) In the last few weeks, 
for example, we came across, in 
the daily press, these examples, 
some of which, if taken—uh, well, 
literally—are hair-raising: 

“During this period...service 
men [were taught] in rooms liter- 
ally bursting at the seams with 
huge enrollments.” 

“(The coaches were] literally 
crushed as the Wildcats suffered 

. defeat.” 

“In this Collier’s article] you’ll 
literally live at Billy’s [Graham’s] 
training camp, as he sweats it out 
for a big fight.” 

“Mr. Cobb, who plays the father 

..is literally stunning in his ef- 
fectiveness.” 

“The book is literally a garbage 
heap through which one picks 
slowly and despairingly, with one 
hand placed gingerly over one’s 
nostrils.” 

“Outraged members [of the Ag- 
ricultural Committee] literally 
‘blew their tops’ in indignation.” 

We suppose, as we sadly wipe 
the blood, garbage, and broken 
boards off our desk, that there’s 
nothing we can do about it. 

—From The Sym of Publishing, 


issued monthly i as Columbia Univer- 
sity Press, New 


A TV Case History 

Fellow in Woonsocket, R. I., 
hauled into court for socking his 
wife, said TV was to blame. His 
wife, he said, had a bad case of 
TVitis. Every morning, to keep her 
from going into a TV trance, he 
removed the tube from the socket. 
One day he forgot, came home in 
the evening, and found his wife 
watching Buffalo Bill with break- 
fast dishes still in the sink. So he 
ups and socks her. (He Socked 
Her in Woonsocket Where He 
Knew It Wouldn’t Show.) 

The court seemed to be under- 
standing, and gave the young man 
another chance. Suggested, though, 
that it was not a nice thing to do. 
Folk songs have been written with 
much less provocation, and if any 
of our modern ballad singers want 
a lift, here is one, based on an old 
and popular limerick of the nine- 
teenth century. You will note the 
topical reference to rocket. It has 
never been sung by the Down 
Easters, Frankie Ray, or Burl Ives. 
Write your own music, and you’re 
in business: 

There was a young man in 

Woonsocket 

Daily took a TV tube from its 

socket. 

Once forgot it did he 
Wife spent day at TV 

And his temper soared high as 

a rocket. 

—Editorial in the Hartford Courant. 


It's Being So Cheerful 
that Keeps... 

Mr. Bevan is still at it... 

He told the Infantile Paralysis 
Fellowship last week that the) 
press was reluctant to publish 
stories about polio and other un- 
pleasant aspects of life. 

There were people, he said, who 
thought newspapers should print 
only cheerful news, otherwise 
readers became depressed and ad- 
vertisers were “browned off.” 


—Advertiser’s Weekly, London, Eng- 
land, May 28 issue. 
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Rough Proofs 


“Thomas Cuneo asks bigger ad 
drives from macaroni men.” 
Yankee Doodle is expected to do 
more than put a feather in his hat. 
© 
Americans visiting Paris this 
summer have discovered that their 
best buys have been the francs 
they purchased in New York. 
7 
The Treasury is planning a U. S. 
Savings Bonds campaign based on 
self-interest. The ads might ex- 
plain that this is the least painful 
method of fighting inflation. 
2 
The gift of American cigarets to 
'most Europeans, tourists report, 
is almost the equivalent of Ali Ba- 
ba’s saying, ‘Open sesame.” 
| * 
_ The idea back of the new cam- 
/paign for pink Lifebuoy seems to 
be that it has now lost its b.o. 
7 
_ Americans who have seen the 
Ford Vidette on the Champs Ely- 
sees can’t help wondering why it 
couldn’t be one of the most popu- 
| lar cars in the. U. S. 


@ 

TV and AM broadcasting sta- 
tions, says Harold E. Fellows, will 
not “find it impossible to live to- 
gether.” 

He means you don’t always have 
to be in love with your relatives. 
© 

With paper prices still going up, 
and the Postmaster General try- 
ing for another boost in second- 
class rates, media men are won- 
dering how much finer the upper 
and the nether mill-stones expect 
to grind. 

* 

If James J. Maloney of McKes- 
son & Robbins is a witness, liquor 
wholesalers don’t think much of 
advertising agencies. Luckily, the 
agencies will not be vindictive and 
give up liquor. 

e 

DuPont, reports Thomas H. 
Urmston, has had to learn all 
about pressing pants in order to 
master the art of selling synthetic 
fibers. 

It’s the old story of starting from 
the bottom. 

* 

The urge to make money, asserts 
B. G. Sanderson, is not sufficient 
incentive to keep a salesman roll- 
ing in high gear. 

Except when it’s backed by the 
little woman with a big agenda. 

* 

“T don’t think we’re selling as 
well as we know how,” says Ford’s 
Larry Doyle, who is probably fig- 
uring the chances of grabbing top 
rung on the automotive ladder. 


e 

“Air conditioner sales will hit 

record soon,” reports the world’s 

greatest advertising journal, which 

of course assumed full and enthu- 

siastic cooperation from the 
weather bureau. 


. 

It seems only poetic justice that 
Wisconsin, famous as a beer pro- 
ducer, is even more famous as a 
|/consumer, with a lusty 26.6 gal- 
| lons going down the hatch of each 
aes last year. 

a 
| Clyde Bedell, the Critic of Park 
Ridge, complains that the average 
creative adman is “relatively de- 
fenseless before attack.” Yes, and 
sometimes jobless after it. 


| Cory Cus. 
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A new economic frontier welcomes you ! 


elaware Valley, U.S.A. 


WORLDS GREATEST INDUSTRIAL AREA 
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Now in its 20th 
Consecutive Year of Total 
Advertising Leadership 

in Philadelphia! 


Exclusive Advertising Representatives: ROBERT T. DEVLIN, JR., 342 Madison Ave., N.Y.C., Murray Hill 2-5838; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S$. DIX, 
Penobscot Bidg., Detroit, Woodward 5-7260. West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 * 1127 Wilshire Boulevard, Los Angeles, Michigan 0259 


Whoever wailed ‘“There are no more fron- 
tiers’’ hasn’t heard the news about Delaware 
Valley, U.S.A. 


For this booming, busy, bustling area is 
really alive—and clicking! A vital NEw 
economic frontier. 


Billions of dollars in new industry are pour- 
ing in—including Bic Steel. Satellite indus- 
tries, thousands of new workers, homes to 
shelter them, stores to sell them... this is 
Delaware Valley, U.S.A.—with Philadelphia 
at the heart of it. 


And sparking the tremendous growth is 
THE INQUIRER... reaching out to cover 


completely America’s 3rd market... ring- 
ing up new sales records for advertisers . . . 
bringing you the greatest marketing oppor- 
tunity in the world today. 


USE THE FIRST NEWSPAPER 
THE INQUIRER is clearly the First news- 
paper in this vital trading area. First in 
influence — First in linage—with a leadership 
that continues to grow every year. 


Take advantage of the great economic 
opportunity Delaware Valley, U.S.A. 
offers you. Do it efficiently —economically, 
in the Valley’s First Newspaper: THE 
PHILADELPHIA INQUIRER. 


The Philadelphia Mnguiver 


Constructively Serving the World’s Greatest Industrial Area 
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William Bernard Ziff, a big, 


graying, soft-spoken man of 55,|@ 
who is the front half of Ziff-Davis | 
Publishing Co., looks on the rising | j 


costs aspect of magazine publish- 
ing with some equanimity. 

“Things have been too lush for 
most of us,” he says. “Everyone 
has been far too relaxed; the com- 
petitive spirit has been allowed to 
grow dormant.” 

“Some magazines,” Mr. Ziff con- 
tinued, composedly, “may soon be 
coming to the end of the road. En- 
tertainment in type is bound to 
decline in favor of entertainment 
by TV. But TV offers other mag- 
azines an opportunity. Since TV 
gets people to stay home, there's 
a big chance for publications deal- 
ing with home and hobbies to wax 
fat.” 

The publisher of Photography, 
Flying, Modern Bride and Radio 
& Television News, who was once 
described by columnist Charles 
Driscoll as “a man in search of 
knowledge,” is much in demand 
in Washington. Mr. Ziff is general 
advisor to the Senate judiciary 
committee studying antiquated, 
obscure and_ self-contradictory 
laws. He is also general advisor to 
the subcommittee on minerals and 
fuels of the Senate committee on 
interior and insular affairs. 


® Unofficially, Mr. Ziff for some 
years has been an advisor to indi- 
vidual members of Congress, par- 
ticularly on economic and military 
problems and on subjects he dealt 
with in various books. During the 


war he was advisor on economic | 
warfare to the Department of Jus- | 
tice. 
Mr. Ziff has authored two best- | 
sellers. The first one came out in| 
1942 and was titled “The Coming | 
Battle of Germany.” Required 
reading in military staff schools, 
“The Coming Battle” is believed 
in some military circles to have 
influenced the allies’ conduct of 
World War II. In any case, the 
book caught on fast, reaching the 
best-seller lists in a few weeks. 
It was reprinted as a Pocket Book 
and in a number of foreign edi- 
tions, and was_serialized in about 
50 U. S. newspapers. 


s The second book, “The Gentle- 
men Talk of Peace,” came out in 
1944, and was a Literary Guild 


DUTCH 
MASTER 
CIGARS’ 


consistent ads in The 
Beacon Journal are 
reaching... 


99.5% 


OF THE HOMES 


There's no other medium 
or combination of media 
that offers so much for 
80 little. 


Beacon Journal 


William Bernard Ziff 


book dividend selection. This de- 
velopment of trends in interna- 
tional problems moved Albert Ein- 
stein to the comment that “I have 
seldom learned so much by read- 
ing a book in our time...It would 


be a blessing if our responsible 


men in political affairs would 


| Study it thoroughly.” 


Ziff’s “Rape of Palestine” was 


»|one of the best non-fiction books 
/}of 1938. His “Two Worlds” was 
_|held in 1946 to be a realistic ap- 


proach to the problem of keeping 
world peace. “He The Maker” was 
a philosophical effort, in poetry, 


magazine sold for 35¢ and at one 
point had 135,000 circulation. 
His publishing activities ex- 
| panded, first in E. C. Auld Co.,, 
| which he formed with Mr. Auld, 
and later with B. G. Davis, now 
the other half of Ziff-Davis. The 
|present company just recently 


/announced the purchase of Cam-' 


Pr” aia 


Advertising Age, July 20, 1953 


days mulling over the problem of 
survival of American thinking and 
action. “Human dignity in the 
United States is a phenomenon,” 
he believes, since “all about us is 
slavery.” He views America as 
currently engaged in a death 
struggle “to defend the rights of 
the individual to be safe against 


concerned with imagined medita-| era and American Photography, | government.” The foe in this con- 
tions of the Creator about man- the oldest magazines in the photo- flict he characterizes as “The Dark 


kind. 


the publishing business after serv- 
ing with the Signal Corps in World 
War I. He edited a small daily in 
Oklahoma. Then he returned to 
his native Chicago and began rep- 
resenting newspapers and maga- 
zines, first as Finucan & Ziff and 
later as W: B. Ziff Co. 


s In the ’20s he started sending to 
advertisers and agencies a promo- 
tion piece called “Ziff’s Maga- 
zine,” using the pseudonym of 
Badzib. It caught on so well that 
it wound up at newsstands under 
the name American’s Humor. The 


‘graphic field. Ziff-Davis 
raphy with the August issue. 
When he’s not. writing books, 
_publishing magazines or advising 
‘government officials, Mr. Ziff 
spends his time experimenting 


U. S. “The introducticn of some 
tropical fruits to this country,” 
‘he is convinced, “would change 
| the economic setup of some of our 
southern sections.” Another prob- 
lem he finds intriguing is Flori- 
da’s potentiality for cattle-raising. 


a Mr. Ziff spends much time these 


will | Power.” 
William Ziff got his start in, merge them with its own Photog- | 


Acknowledged as a successor to 
the mantle of Douhet and Mitchell 


‘in the field of military aviation 
theory, Mr. Ziff is convinced that 
/military security today is the same 
‘as economic security. “You can’t 
with tropical fruits, or studying 
their economic possibilities in the | 


subdivide; nor can you subdivide 
the Army, Navy and Air Force.” 

The East-West conflict he thinks 
may eventually force the U. S. to 
create a permanent crisis econ- 
omy. “Settling the issue by war 
might be preferable,” he said. 

In any case, Mr. Ziff believes 
we all are living at a time of the 
biggest change in the history of 
man. 


In TIME’s International 
Editions, more than 850 
advertisers are reaching 350,000 


of their 


best customers 


threughout the rest of the world. 


= As a businessman. He is one of more than a mil- 
lion TIME-reading family heads who buy, or influence the 
buying of, goods and services for their companies. 


@ Evidence on request. 


The following research reports present the facts of TIME’s 
readership among the top men of each market listed. Please 
send, by number, for the reports you are interested in. 


MAGAZINES READ BY: 


Executives who select industrial sites 
Presidents of U. S. corporations 


NO. OF REPORT: 
1090 
1110 


Top executives and professional men in the 


construction industry 


Buyers of office machinery and supplies 
Buyers of materials handling equipment 


1093 
1096 
1111 


Best customers and prospects of 60 industrial com- 


panies 
U. S. purchasing agents 


Engineers listed in ‘‘Who’s Who in Engineering” 


Bank presidents 


Government officials in Washington, D. C. 


“*Men on the Way Up” 


U. S. truck owners and prospects 


1053 
1124 
1069 
1047 
1111-A 
1102 
1105 
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Colossal! Tremendous! ... 


Hollywood's Newest Outdoor Sign 


Features Six Girls, 


(See picture on Page 48) 

HOLLYwoop, July 14—You never 
saw anything like it in your life. 
If you don’t believe it, go out to 
Sunset and Doheny on the Sunset 
Strip. 

Yep. That’s a swimming pool. 
Those are real, live bathing beau- 
ties. That’s real furniture they are 
reclining on between dips. That 
was Red Skelton who jumped into 
the pool with his street clothes last 
Thursday when they “dedicated” 
the pool. That sure does look like 
the front of the Hotel Sahara in 
Las Vegas. 

Could be a mirage, and there is 
a sign which proclaims it a “mi- 
rage come true.” Actually, the 


whole thing is an outdoor “board” 


Swimming Pool 


in the finest Hollywood tradition 
of “colossal,” “tremendous,” 
“greatest.” 


s Those involved say its the most 
lavish use of money for a single 
location in the history of outdoor. 
You’ll probably say it’s a Holly- 
wood production. And you'll be 
about right in your opinion. 
What you see is cutouts of a 
40x18’ pylon, combined with a 
30’ marquee to form a replica of 
the front of the Hotel Sahara; a 45’ 
“lawn”; a 26’ tree, and several 
smaller ones; clouds floating in 
the sky above the hotel; a 
platform 28’ long containing a 
5’ deep swimming pool 13’ in dia- 
meter, and six live bathing girls. 


Combined, these units form a 


realistic reproduction of the Sa-| 


hara’s swimming pool and hotel 
front. At night, the scene is illu- 
minated by 8 standard lamps, 350 
watts each; four 1,000-watt floods, 
plus lights on the marquee, for 
close to a total of 8,000 watts. 


® The total cost to the Sahara for 
30 days of this will be just about 
$10,000. The least of the expense 
is the Foster & Kleiser location, 
$700. To get the “board” up cost 
almost $6,000. Altogether there 
will be nine models working in 
three shifts from noon until mid- 


night. Cost for the girls will be 


about $3,000. 

Like any Hollywood produc- 
tion, there are credits galore. They 
start with Mike Mamakos, who got 
the original idea some four months 
ago. He brought it to Jack Ca- 
naan of Foster & Kleiser. 

Basically, the idea was to re- 
produce the pylon and marquee of 
the hotel, and to exhibit the 
“health” features of the resort. 


Initially conceived as_ three-di- 
mensional, it soon became appar- 
ent the cost could run as high as 
$30,000. Foster & Kleiser people 
pointed out that much the same 
3-D effect could be obtained by 
using cutouts and art shadings, and 
using a return on the pylon to 
advantage. The result is 15 cut- 
outs. 


s How to show health? It was de- 
cided to have a swimming pool 
and a bevy of beauties whose 
“health” was obvious to anyone 
taking the trouble to look. 

At first, live models posed a 
problem. A previous attempt to do 
‘a “board” for a swim suit manu- 
facturer ran into the fact it is 
against the law to use live models 
‘in that fashion in Los Angeles or 
| Hollywood. This was solved when 
it was realized the Sunset Strip 
is in the county—between the 
limits of Hollywood and Beverly 
Hills—and the county does not 
have such a law. 

The health department said the 


positions to buy | 


I As a family man. He and his wife and their friends 
are consistent best customers for all types of better prod- 
ucts and services. Their interests are broader, and their 
means way above the national average. 


WB Evidence on request. 


The following reports present the facts of TIME’s reader- 
ship among known buyers of better merchandise. Please 
send, by number, for the reports you are interested in. 


MAGAZINES READ BY: 
New auto buyers 
Home appliance buyers 


NO. OF REPORT: 
1108 
1117 


Best charge-account customers in 21 leading 


department stores 
Television set buyers 
U. S. college graduates 
U. S. holders of air travel 
U. S. college students 


1089 
1122 
1015 
1061 
1121 


cards 


Women members of department store college 


fashion boards 
Life insurance buyers 
Buyers of men’s shoes 


Guests at U. S. resort hotels 


International air travelers 


1070 
1128 
1068 
1083 
1131 


Q.E.D. 


Whatever you are marketing—from 
heavy plant machinery to lightweight 
summer suits—your prime prospects 
are the readers of TIME. Circulation 
is now 1,700,000 families— America’s 
largest audience of best customers. 
Best customers in two positions to buy. 


water in the pool must be changed 
daily. Since the board will be up 
such a short time, it was impracti- 
cal to consider actual plumbing. 
So it is filled with a garden hose, 
which takes about five hours daily; 
the pool is emptied through an 
opening which directs the water 
to street storm drains over a peri- 
od of three hours. 


s The filling and emptying of the 
pool is an expense none of the 
principals has to bear. An alert 
gasoline station operator across 
the street got wind of what was 
going to happen and offered the 
use of one of his men for that pur- 
pose. He’s also stocked up with 
soft drinks, candy, etc., to sell to 
spectators in the carnival-like at- 
mosphere around the board. 

To conclude production credits: 
Irvin Stone, Designs Unlimited, 
Las Vegas; Stan Irwin, advertising 
manager, and Milton Prell, ex- 
ecutive director of the Sahara; 
Larry Sloan of the Sahara for pro- 
duction supervision, and Hebert 
& Rose, Hollywood public rela- 
tions counsel. 


Sales Contests Go Over 
Big with U.S. Salesmen 


“Special Incentives for Sales- 
men,” a survey published under 
the joint sponsorship of National 
Sales Executives Inc. and Indiana 
University, shows the basic com- 
pensation plan is of the most im- 
portance to the majority of the 3,- 
500,000 persons in sales activities. 
In second place are the benefits to 
be derived from sales contests. 

Copies for the 48-page report are 
available through the NSE, 136 E. 
57th St., New York. Members must 
pay $1.50 and non-members $2 per 
copy. 


Knowles Joins Fla. Agency 


J. Peter Knowles, formerly gen- 
eral manager of the Coral Gables, 
Fla., chamber of commerce, has 
joined Gottschaldt-Mickelberry, 
Miami agency, as a v.p. 


ARE YOU ADVERTISING 
FOR YOUR COMPETITORS? 


National advertising and distribution with- 
out dealer identification are sheer waste. 


Anthraft’ 
3-D PLASTIC AND PORCELAIN 
NEON DEALER SIGNS 


make national advertising 5 times as effec- 
tive because more than 6 times as many 
people know where to buy their products 
(Proved by actual audited researeds.) 


ARTKRAFT* PORCEL-M-BOS'D 
AND 
PLASTIC STORE FRONT SIGNS 


(Neonized or Non-luminated) 


Artkraft'’s planning department will design 
for you, without obligation a distinctively 
beautiful and effective sign in any size to 
reproduce faithfully any @nbiem, letter 
styling, or trademark as to shape or color. 
Artkraft's mass-production methods and un- 
equalled manufacturing facilities make pos- 
sible the world’s finest signs at moderate 
cost. Built unusually strong aad to rigid 
specifications which assure lasting, trouble- 
free service. 


Anthraft’ 
Sign Co., Div. Artkraff* Mfg. Corp. 


1133 E. Kibby Street Lima, Ohio 


Please send without obligation, details on 

Artkraft* signs. 

( ) We are interested in «a quantity of outdoor 
neon denier signs, 

are interested tn a quantity of Porcel- 

BRoe'’d store front signs. 

+ ) We ere interested in « quantity yf outdoor 
filuminated plastic signs. 

( ) Please send instructions on how | set up 


a successful desler si res 
. & t. O8 


*Trademark Reg. 
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=" in The Elks 
October Hunting Issue! 


The 1,054,748 active men who read and own The 
Elks Magazine are big game for advertisers in this 
special hunting issue. The known hunters among 
Elks number 474,000, and every reader—because 
of his income, habits and loyalty to The Elks 
Magazine—is a matchless buying prospect. 

Yet the page rate per thousand is lower than any 
of the three leading outdoor magazines. 


Ge Af 


THE MAGAZINE 


Railroad Ads Offer 
Booklet on Illinois 


Factory Locations 


| CHicaco, July 14—An ad ap- 
pearing in the Wall Street Journal 
launches a five-month campaign 
| by Chicago & Eastern Illinois Rail- 
|road. 
The drive is designed to interest 

executive in a new 323-page econ- 
‘omic study, available free, of 
/southern Illinois. 
| In all, 33 insertions—nearly all 
‘full pages—will run in Business 
|Week, Time and seven trade pub- 
lications in the food, paper, chem- 
‘ical, soybean and other fields. 

| The offered study is intended to 
draw the executives’ attention to 
the superior economic advantages 
of plant sites in southern Illinois. 
| The campaign is handled by the 
Chicago office of Fuller & Smith 
& Ross. 


Continental Can Boosts 2 

| James I. Donahue, with the com- 
pany since 1923, has been pro- 
moted to sales manager of the 

| general line (non-processed food 
cans) of the eastern metal division 
of Continental Can Co., New York. 


‘Fisher Joins Burton Browne 

Laura Fisher, formerly assist- 
_ant to the media director of Glenn, 
Jordon & Stoetzel, Chicago, has 
been named media director of 
Burton Browne Advertising Co., 
Chicago. 


Publicker Boosts Beinstein 
Arnold R. Beinstein, assistant 

general sales manager of the 

chemical division, Publicker In- 


New York * Chicago * Detroit * Los Angeles | dustries Inc., Philadelphia, has 


been promoted to assistant to the 
company president. 


YOU MIGHT GET A 175-LB. WOLF — 


BUT... 


YOU WON'T GET MUCH 
IN WESTERN MICHIGAN 
WITHOUT THE 

FETZER STATIONS! 


WKZO-TV 


WKZO-WJEF RADIO 


WKZO.-TV, Channel 3, is the Official Basic CBS 
Television Outlet for Kalamazoo-Grand Rapids. 
WKZO-TV effectively serves more than 300,000 
television homes in 27 Western Michigan and 
Northern Indiana counties—a far larger television 
market than fs available in and around such “big” 
cities as Miami, New Orleans or Houston. New 
Videodex, Nielsen and Pulse Reports prove that 
WKZO.TV is far ahead of the next Western Michi- 
gan TV siation. One example: The April, 1953 
Pulse shows that WKZO-TV gets far more than 
twice as many morning viewers (138.5% more) 
as Station “B”—108.0% more afternoon and eve- 
ning viewers! 


WKZO, Kalamazoo, and WJEF, Grand Rapids, 
give you maximum radio coverage of Western 
Michigan, at minimum cost. 

The March, 1953 Nielsen Report credits WKZO- 
WJEF with a 12-county audience of 130,530 night- 
time homes—151,050 daytime homes. In Kalama- 
zoo and Grand Rapids, alone, Febriary, 1953 Pulse 
figures show that WKZO-WJEF get 41% of the 
morning audience, 41% of the afternoon, and 
40% of the nighttime, while the next-best two- 
station combination gets only 24%, 20% and 
29%. Yet WKZO-WJEF cost 12.2% less than this 
same “competitive” combination! Write direct or 
ask your Avery-Knodel man for all the Fetzer facts. 


* A wolf weighing slightly over 175 pounds was killed on Seventy Mile River in Alaska. 


WAJEF 


tor ™ GRAND R 


<" 
(CBS RADIO} 


WKZO.-TV ™wzo 


, Top ™ WESTERN MICHIGAN top’ ™ KALAMAZOO 
“amo KENT COUNTY ano NORTHERN INDIANA 


ann GREATER 
WESTERN MICHIGAN 
(CBS RADIO) 


ALL THREE OWNED AND OPERATED BY 


FETZER BROADCASTING COMPANY 
AVERY-KNODEL, INC., EXCLUSIVE NATIONAL REPRESENTATIVES 
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Getting Personal 


Robert A. Baker, partner in Frederick E. Baker & Associates, Se- 
attle, has returnec to the agency after a year’s leave of. absence. 
While he was away he served on President Eisenhower’s campaign 
staff and worked on some special projects—one of which is a book 
on mail order advertising, called “Help Yourself to Better Mail Or- 
der,” to be published this fall... 


The engagement has been announced of Nancy Melissa Bell, Vas- 
sar ’53 (AA, June 22), daughter of Elliott V. Bell, editor and pub- 
lisher of Business Week, to Thomas Pearsall Field Hoving, Prince- 
ton ’53, son of Walter Hoving, president of Bonwit-Teller. The 
prospective bridegroom is about to enter the Marine Corps officers’ 
candidate course at Quantico, Va... 


David R. Fenwick, account executive in the Los Angeles office 
of Calkins & Holden, Carlock, McClinton & Smith, received a plaque 
in appreciation of his six years of service as chairman of the com- 
mittee on mass communications, Southern California region, Na- 
tional Conference of Christians and Jews. His agency has aided the 
Los Angeles Adclub’s work on Brotherhood Week since 1947... 


dat! a 


NEW JOB FOR BRORBY—Melvin Borby (left), v.p., Needham, Louis & Brorby, who has 

been active in the Chicago Council on Foreign Relations for the past 15 years, is 

the organization’s new president. Others in the picture are Lavinia (‘Duffy’) 

Schwartz, Advertising Council; James J. Wadsworth, deputy U. S. representative 

to the U. N. and deputy representative in the Security Council; and Manly Mumford, 
regional p.r. director, The Borden Co. 


Tom McDermott, director of radio and TV at Benton & Bowles, 
has married actress Anne Burr... While on a vacation visit to his 
parents in Minneapolis, Woody Kingman, associate automotive pro- 
motion manager of Look, had a narrow escape. Coming around a 
blind curve, he swerved his car to avoid hitting an oncoming one. 
The car went off the road, hit a tree, and burst into flames. Although 
he suffered a fractured pelvis, Woody managed to crawl out of the 
flames. He’s recovering nicely in a local hospital... 


CBS radio spot sales account executive Roy Shults retired July 5. 
With the station representatives for the past 11 years, he now plans 
to live in retirement with Mrs. Shults on the eastern coast of Florida. 


At the National Sales Executives convention in Atlantic City last 
month, among the $10,000 worth of door prizes were several copies 
of “Open the Door & Close the Sale,” by Jack Wilson, v.p. in charge 
of sales for National Cash Register Co. One of the prize-winners was 
—you guessed it—author Jack Wilson... 


The Berkshire Art Center’s sixth annual summer art exhibit is 
now under way with a display of 65 oils running the gamut from 
conservative through romantic realism. Packaging expert Edward 
Gustave Jacobsson is the founder and director... 


It was a June wedding for Lloyd E. Yoder, general manager of 
KNBC, San Francisco, and Alma Cella, concert singer and daughter 
of J. B. Cella, founder of the C. V. A. Corp. (Roma wine)... Harry 
Libbey, familiarly known as the “dean of the retail advertising de- 
partment” of the San Francisco Chronicle, has retired from that post 
after service of 59 years with the newspaper... 


Willard A. Pleuthner, v.p. at BBDO, recently presented an award 
from the Laymen’s Movement for a Christian World to Gardner 
Cowles (among others), editor of Look, for a series of religious 
articles the magazine is doing... 


Greater Rockford Television Inc., Rockford, Ill., has been granted 
the call letters WREX-TV in honor of Rex Caster, son of the com- 
pany’s president, L. E. Caster. Rex was killed in action in France 
during World War II... May Falk has left Franklin Spier Inc., 
where she was an account executive, to marry Lawrence Putnam 
Belden, assistant to the director of the Harvard University Press. 
They’ll make their home in Cambridge... 


Agency president Monroe W. Greenthal has a new son, his third 
child. David Ward’s the name, born June 26... James B. Boyce III, 
assistant circulation manager of Time-Life International, has been 
awarded the American Business Enlightenment trophy for his work 
in helping to launch Life en Espanol... 

Haire Publishing’s president, Tom Haire, has been elected an hon- 
orary member of Eta Mu Pi, retailing fraternity at New York Uni- 
versity... And Haire Publishing’s general manager John Whelan 
has been appointed to the housewares industry committee of the 
National Conference of Christians and Jews. 

Second son of Otto Silha, promotion and personnel director of the 
Minneapolis Star and Tribune and presideni of National Newspaper 
Promotion Assn., was born June 29. David William weighed in at 
8% lbs., compared to brother Stephen’s 10 Ibs. three years ago... 

This is a banner month for Walter B. Haase, general manager of 
WDRC, Hartford, who is celebrating his 29th anniversary with the 
station, where he started as an announcer. He recently was named 
to the executive committee of the Hartford Chamber of Commerce. 
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What's Bette got that other women haven't? Only about two-thirds of 

the nation’s purchasing power. Blue Collar Bette (as opposed to her white 
collar cousin), is the composite young wife of America’s wage-earner families — 
families that draw their income from highly paid skilled and semi-skilled labor. 
And, if you'll excuse it, the money she spends to make herself beautiful 

should happen to your product. 


What's Bette’s favorite magazine? Here’s a hint! 


Every month at the newsstands she buys more copies of TRUE CONFESSIONS 
than any magazine in its field — actually TRUE CONFESSIONS is second among all 
magazines in newsstand sales (ABC, December 31, 1952.). 


What's so hot about TRUE CoNFEssIONS aside from the fact that it outproduces 
its competition in terms of eager, young newsstand buyers? 


Well . . . it delivers: 


*The youngest adult feminine audience it’s possible to reach 
**Considerably more pages of beauty editorial than 
any of the other leading romance magazines 
*° More fashion editorial than any of the other leading romance magasines 
The lowest cost per M of any of the leading romance magazines — 20 to 35% lower 
than the service books or weeklies (Based on Guarantee) 
a Want more? There's plenty! 
The chances are 10 to 1 you 


~~ . 
Aa \ \ ¥s (fe won't reach Blue Collar 
: => Bette by advertising in 


. other kinds of magazines 
a | vy Ne (for example, only 10% of 
: TRUE CONFESSIONS’ readers 
see an issue of the Ladies’ Home Journal . . . about 13% 
read Life® ). Those odds are for horses 
— not for sales. Your only sure bet in 
reaching America’s younger, blue collar wives is in 
magazines they prefer and select at the newsstands 
WHERE TRUE CONFESSIONS IS THE OUTSTANDING FAVORITE! 
AND, by adding MoTIoN Picrure’s million and a half young 
readers to TRUE CONFESSIONS’ two and a half million, you 
can parlay this coverage into a terrific slice of your primary 
market. You can do it at low cost and you can do it with 


certain results — facts we're ready to prove. 


TRUE CONFESSIONS, 1,700,000 guarantee 
*Source: Starch °*Source: Lloyd Hall 


5 


Fawcett Women’s group: 2,600,000 guarantee + True Confessions, Motion Picture and Television Magazine + New York + Detroit » Chicago + Los Angeles + San Francisco. 


Ry Soc cee ear PA 4, ae A ne Coe af ee 
PINGY Bia fo pe Kg a Wee on gee aa. deve 7 Sse aipeelin g » 4S a a ‘J 
tcl al hae a Rei draihe soe, RD alee SEES mama Sa ee ee Etec § Cia ie andes at ee eke ets 23 = eo ? 
tee. Stata Ne Rae ema penn > mes ne ec! Ta Peks TR ee gt Sadie an Pa 
: eee patk ie ve on PA. eau. Aleem datas e We oP Rs oN agen ie Ber OAR yh 2, ng m aie OE ioe a et ee ek ccs ee Ee eee ie a oe s. 

me ‘ si, Seve ae 8 ae 2 ati Seaman Shere “ees cae gay ee eee HR ee Mine. oe ely a eae: Di ce ee De gies Miaka cS 1k aye AON ial 9 to RS POL 

Bieter, tors Xe Re eaten. : es ae ‘ 2 2a ese CRE at en et wg! pete ty os OU ae eee I eee ee. a nal, So aes CP Tae, a Fade Roe ee a, teh he EN ie Ala eal idl nee rahe Ae 6 ag _ 
ae 8. a sy ht cc ee raaae ee | gg regan oS Naa ate rch amar teas a een a 7. Ni ea eee r=, nas Semen rae ae Ok Ser eee ee ate its so | Pre Re ene oe aia Re Le SC rel cL a? a a ae 
ae ie a ee ae font Settle ae BA sea a ea eee Be ener Sy ae aan Sard ice ek i beh: Penne Pee tees eat We See a eee: ape Ret = AR gad 

; “ie aie : Soar ree eas ri Femi i one ae colt. oe Bat ae ae : eg ew nee t a Thy dae 
pecs m é Gre Pore hone 3 page Or te Se ere ee oT ad eects “eae ae op fee Wiper eh i i eke ae * uf y ok Rote 
ae og io Rote Sch Bang Pe ee Pee Po ge Nr pee ae ey ee eigenen" = ee, oetoae rev + Say 
pre eas Sid oo oR ‘Seah l ark ieee onan BPS ews Cee per 7 A Nees) eee gee a ey vie ae pent ies mL tae ‘ ‘ aie 
. i ane Pie. cick bee Ch oy re nas Len ne Rake #2 ae ou eras as oan aad care ig RMA ass anal a Cig ate ae 
‘ : Ci ree: Tee eee PROC ts At eee hr eae Sees a Be tae 
‘ x ates age ae Cy Peat? Sy ne Meee Ce Rey or ei tes eee ee ea ies po Gd Ry ete 
ee Rate ae Wap iin 
Sera tS mee: Daas Bee 
i 8 Ae oe : ; a 
4 He ae te ‘ 1 aR MRE. Ges ar ae 
“ : ae. Be: Rete At oss = 
; ane ie i Po eee 
. a eae “ . ES ee: S ’ 
> mac? ERE 
» 4 = . | 
“ é ges wy 
n = x & 
k 7 “ : ; ? 
ie ie ro ae 
- . Ne pares 2 = 
. P ss 
: ie y ae 
esi 
= . 
- i 
- J 
e ; 
’ 
) 
e 
e 
- 
2 } ss 
PA er 
, ee 
ee 
es Sy 
feet ous stu 
pete 
ee ? me : 
"i ’ 2 — 
Pac 2) Sng " oe 
7 ‘ . Fe ‘s 3 ‘ a ft oe oa . 
H Sd, ee SES! gene ~~. —_n bee 
; Ree e 6 git . ae re 
1 ; re Be peas <e gh > ae a een Spine 
ace are eels, ‘ Sse ete 
j eS SAR” <A nape Meted, sare & pre Se Ie hed ee: ete 
¢ Ener: oA ae gare ial . els “eh t ius Bett : Seiten 
| ae ee ee ay nl a atid 3 SS aes Mm precy 
| — ie: ep pale GAA : e taiaet 
; | ee ne ee Salas! ws 
a e a m2 * aoe ie Gre atlas + ae 3 an 
{ oh y , & wes ia eae a pe adi oe oe > 
i a Bite . a Ets. ote i eeaee a ee ie es . 
Bae ge 8g > ar 
' cut : ” a q pee Ee aoa ahs mere pag - “a 
oe eee bo sas i I a Wks i . : 
' ie Sing =. oe NY nh an ae ae t, ay . cae 
mane. oe 5 a i » a 
{ 4 SS ys = ae oe saat os eae peery 
{ eee x tio ‘” ‘oa : 
f Cr vs yaaa BAG 
| ae rv - ee Ts ee as : . : ee re 
= 2s oe ‘ i28 eet 
| aus a tie Bey. ¢ nee : % 
i a he a Fae fame: Oca a aoe , vs 
' As Hie». Pai, ¢ re Pr 2 Ne gee 
t ew a ae ees Pee, teas es 5 Te ii 
= “ s = > 
a 4 Py one ag Te <a rE "a 
og. oa a ager ies seers ess cee ag eee ee 
oF ate . ee taint las, iM a tae 
‘ stash ol -_ - "sh a eaAg Fos ag ad 
! és i oe a te ee Ae ai ae ‘ S 
' me Salata ae ee id aay aa 
aS i a Toad Re : - _ TY 5 it ¥ (x e ~~ ait haps: a ; 
is “oS aaee an ie Se ye cd : ee a on 
" ies Wenn eee ae wea | Pert erie ae ee 
> = whi ve, oe it eae en ¢ ; : ele Ry ese es ig ie 

) pepe sa seh a * ar ian Fh x oll ae ae 5 ay ree Dae A 
le pee he ee OS ng am 3 ee re oe 
" ; ane am ; righ e : re ee gee ‘pies cou <f ae ee 96 

“4 er gon —> ae a — 

x " On = ii tp eS "4 

Ss, : :. aan gt HEY $ - Z Beat id aah BO ae ak aye : r “4 EN ted r 
; a Ki ete, ; hic? thee 7 Ace AP tit ae mean ; ; 

Be i SF 8 yi eens : Br 

)- . De AR y Mahe iL Pe, es Bei cb re 

f 7 : eb TF ig eR) OMe ea. ee “oh pale ately 2 ial Ree 

eo? te pied ae Hair Fe ie oe ar ra ee or a ie Lito x ci pea, 

a cia see, A Le ag i ¥ Gite Ringe cs " Wer 65 ese ee iirc ou Tea OPE 

' a se "as ar a Pas Acs x Oe ae “2 ea eet ees : sage 
& sae a. Sak Sie gt Sg ne ee 3 as 2 Ae 
e. ; Se le ty of 3 Pee me ore + a ieee ae ron ie 3y 
h ae re eee 1ST ee eet a pel, 
, it’s x Me bey gi em Sea Bens 
le ' ’ < f Breese, i a eee 
p ie ty 4 * So Ree ae by eevem 
{ ne ie x. Se ars ie ah ie TPS Aa ie 
(i rk ak? “hats ee oat, Per ae meee Be oe 
f & ae . 5 ; aes : : . Nese bodes 
. 4 aes ea ae Po oats ieee ! 
Pe ee re, 4 fi S iad 
' eT ee Says ae ‘ nes a esa & eK. 4 a a: Sh SOE ee 
a f Poe” sag oS ee one ae , Cee 
: 4 au), ie cea le ‘i Pe oe ‘s fesse 
Be a gee 4 ewe 4 : ees 
st f ots ce fee i ree em ao 
‘ eo ae bs its cg I ? “es 
1S Fy bs nee ay ig ade eee a + es 
” * ie. BSE pate te a3 Ps mae x ae. . ; ~ 3a" y 
Bg 2 ea perry | oo eg ee "4 f . aes 
se { Pe Re So EE eects : ‘ ‘ HAE 
Pg oe ERT eT yes * p > ) ie ae Be 
te ce ee Ne 0 > : ’ ae , Sg ie 
iS Sy acter ad & BN ag ee ‘ ; ee 
nats ae are, : ° Be ete mM He hg hrcabe Se 
eg is eee Sagi ’ (4 i ae A eres £ 4 i cee 
i 4 peerage, OC hee + ae i ‘cae «i oe 
m : = ees S athe ae Pee eee : 
el re, ‘f » zs cds | 
. ce ES wit % ti 5 ay eae 
d ey ae 7 oo. ee 
: inte shot Raa ge - 3 , a3 
5 Bias 4 ; Retreats eat : wil ‘ 
of { 4 lagi j . age. oF ae me uw = ane 
: . 4 fe . - 

y { 7 Beet Peer ce FMes ia a ] 4 Cot nn ay aes 
ad { See? Pe io : ae - nes 

t ae wx Lae ee i & 4 : 4 an ; on 
S Biaoe a " 3 . } a —— et ee 

if ’ Lc ff sarees 
' 403 + 1 7k 4 ee ARS 

d ee | | ) } J 4g 
or , , % eee : s shi } | as a 

my , ee. meet = ee 4 ” ; % 
AS 4; “ ef SN a pT nc eee We ae i. 9 a pl es tug 

a - Rs et ge oe ae 4 d q . a: 4 Pies 

od i b Me . e F 7 I , ¢ Z 5 
> 4 f a a% \ . - f ; yee. 

- , LUE ’ gan 3a he . o.oo . 7" a5 4 OES 

eS { " veg ee ee Ey ae + we ¢ y : ‘a ee rs » : es 
Sei i aS es ae 3 P A Se ‘ err he ee - ‘i 
‘ } Ls on 7 = Tee ae 1s. see b i ua y ze oe. Md A my: 
‘ Ce aig ; @ Oh 2 ee Me a . er ees 
i | a Rc eel Th pig iy : uy oe: _— oe : ; ea ea 
dae ima 2 aml Oa de i § ame eg E c ri % Py . Sede 
m er ek he eee PT aici... \ ee a aii ee y oo / “4 Mee 
fe! oe see oe Raat s + » E. 4 i 5 eA : ie 
S. ae if e ees oo ‘ oa ia " -— bs co set Ror, ee a. 2 Bh ates 
A aid . ae ane, & be — ae nO i AA agen he cid a " Se 
Ss | —. om po ae > a. oak, > : tet 
“d (a ‘ v ae Beach A -F bes et ag. 2 eo p $< ; . : eed 
: : a : ; se ; fe 3 oe 4 EF Fe a tie i, Pe me : ‘ Y on ae 
p im ee a“ 5" ’ ‘ oo ee or ae ‘ 
, Sie FE gs 4 yo ode Lee TOD Po, ee a » el, Py ee - 7 sai 
on mee DA das fae a“ bob ey ‘ : ae oat a , ~ 
at F ie ‘ —  { ae *! : - ee ag ez , i” ‘ = 
*k 5 agi AAs # : %% ow ta . : : : T= , a. eee ing . ‘ ae ae 
eg ee ‘ £e8 7 “i Sa rae Se * i RR et 4 BS a 7 cate % |: ‘ ‘ f u 
« pe. ry o ‘ | __ " Ath x $ ‘ ‘ a : 
a) ein “a. S. Sot ae oe ei £, 
= oe Suge  - lla , Pa ¥ é te) 1 aie 7, ' . 
i Aa ee, | ati Fhe Re = ome . ae’ ‘" 
‘ ie 3 >: ae J - =, f é * a, i= 4 
1- ee —_—_—~_ 1 ad yt ome ae vom ‘ oe i : ‘ : a y 7 oe * 
Saha a ouh Abie . aii 4 ee a “7 oe rs ¢ “ 2 
in ae ; eo 5 jut ll! ee : ™ J i be ae : 4 ‘ ; 
‘e ey pir SRO ae he ~~ ; ; ee Pg y ee — tz < a 4, 
= Nei oe i se . —- z ie Fr #55, hi 3 ie 4 
- e. es agate re. eer er +) al et is. aa : eB: . 4 
‘ j m4 ’ a a is ie by a, aes ses 2 lias f , { \ 
1e ies 5 Pope fey foe See ey i as: fle of rere : - or ’ nt : - 
er I . COs a a : $ eee - : “si : mg : * 4 
1 ciel aia ie eid cun: ; a i] 2700 Tissues ; : » Be . _ oe 7 aon : J. “ i 
‘ale hanes eae i oe t oo oy i - By . As it ee : ‘ 4 * % g 
at bf Py ce : - a 199 oousl Ard : 4 ia = ee ii i . Lie : 8 , \ 
a: ose Puts E ‘ y he , ed See a 3 " Br a ‘ 4 : 
win ' tes omen - - *> gut gue aaa * mig te ee pa sie ceil en y + ” a : 
ae Re ro —— a Tre % eae md a eee Z eer hae, ms iui .* » ‘ 
: ne Pi an i ‘ x ‘ Pee 5 Sa p Pp oes “ z eee 2 ; ai; Boorse 
Sr Bly shee Magri RE, SY eingiee lel . Peace sh a) ae “4 COW me ae teas 4 ee 4 bes ¥ Deere 
Se ta sp ot ek al er; ee waded . wie : on Ae  <even, " . A ge i ard a i - ee _ eo 5 5 
1e ; oa es me SZ party’ * Bh 8 Ss SS aha at ee : _ ei Eo ; i 
od : 2 ar . i: at : 
1 i , -) 
SO ae seh ed Gadites ; : pe Oe } ee Bess Bip tere, 
pe Me SMe. sae ee Oy te ee 7 " i Penk ee " r , ‘ rae age’ ead ale ee Las 7 * ‘ 4 : DP Bits ee tt 4 ve once iad 
YD” ee ae * “ bund : » % 2 . ~! ig es Bey Hm Sno gO & Le . ae Bak ned sale: i f Rio Me * “ager Se a ‘ tog’ <i ae oe ae © garry i ex y : . Pot! : F n Ny 4 i Hg hse : 7 tf ; 
oer. D = IS a Nee pk OG OE nN ety Pe, ty yl is got en PASS cat SUN Sh ae Ge eae hoes AS ‘ es a Ee a a eae ae 
me Pa cee : ap Mee Fis yk be ites bray POM Eee Pa ender Hee 4 re Pees rate gl ee eee She PL i 


a 
sete Ne 
52,2088; 


+ 
1,2. 
a 


s > 


KX 


2 


- 


& 


& 


®, 
oo, 

© 

CO 


». 
) 


@ 
o, 
oK 


6 
~ 
@ 


> 


TEENA Sir AE Ga cE 
} 
x, a8 
& 
S 


o 
+ 
~ 
+ 
* 


? 

° 
‘/ i? ? >, 
XXXII 


4 


deg 


+ 
i, 


O 
KO 
oe 
Z 


2 
oe 


> 
ay 


* 
x 


3-5 
oe) 


ne 
e; 
© , 


@ 
~~ 
“* 


oe 


‘e \ 
++ 
2 ‘ 
- : 
‘ee benoit 
Cox 
@e 
+. + 
(x 2. ‘ 
oe 
* : : : : ‘i 
& 4.2 Og UN te San 2 : . , 
> 26 Oe oO *.¢.+ oo > 6 4 O12 6 ee hi - is 
: > CG pe mS te “4 ’ 
%,2,8,2., Ad ne 02,8, O,0,0,2,0,8,8,0, 98,2 222° ® ‘ . ; : : : <sie oeeaa? be : ; ra 


ss een Pee 8 AR iA. Reb 2 AOI Pah aN BF A aU NaN atl LGR MRIS woo a fly Sire ean Ne AS A Gall ais Mem tl, Gea OR ames POL 7 sins iy ony i RMR cSt 2A GCN ete ie SL eed GAT AY Wiad "eee MLS Seam fy aS Ue 3 CectaRa aie SCs Re SS oR Al UO Ie cla, “tye 7 bly ly lb elke ial awh pata etch : 
ps sa (sae hy ean waaay at ee ae 4 eget Ae e eb aed Bae RE See Wn ee ei POU ag MG Gens ed a im yet a Prine oer dF ig Ih = CMTS Cs oa Ty, PEE Cc Oe pin gc) Sain Maan re ate DS ee Eye Po SLR eR Kee Be eM lcs ier ee 5 2 Ease Peen bat 
Pe ch ae ee poor heneg ct baie ceed ny Saas aa Para hon Cre ae ee ee ea re ee eee ey BE: ERE emcee ak uae ad re Gite ie aap OR ees ON Paw ee Ri geet MMe ae aes oe PE OL EE CU N a. Gmiee ce pa Sh nn amie 6 en Ce 
va See Ts zt ac dian emanate. See, PR Mea eee ae el Oa aaNet Bg th ee Rr aes Migs: a os alae peas Bish as aM Sa Nat MN 0, al eee ea ae aL f. ceeager eit Mi 
met a ee ee ee eee ed <i. oe Beek a Ue eaeie a ie Deca oie ee at Me Auer ae ee Dic aa ee ne eae ST eae on oe tae Ne aN east Oe 
Bette Ay ie : ; : . Sa ener eres ee eS se, RE OIC) oc SARs 2, RRS. pe sige Rae tg Reda ie es Bi a 
hee : ; A d i : A a eRe See oe aa Ege 
so aah . iid leninenetnticmaatialias neni , pe 
ee ee Xx LER GREE E G22 CO SERLE SH CORES ED OE | RX ‘es ‘ae 2 Me f 
ei y & 2" “a ad va! “ wi ee i ¥ q 
xO ae ‘2’ ae 4 on “pl ind s, 4 f 
ne wel , : 2 4 6 
J eee > ‘ ye i 4 
Nae et d ee, A, 29 b es 4 { 3 oe 
1 < a.» : a 
y PO ror, on eye 7. wes TRPOY 
Ces 2° 26SS @) x Cx 2. 0 | mae oO } $2.9. 
{* “GX ta? ae rx ‘ees aaan saa sa oe" TE gen Oa ve Cy x ‘seo: 
pe Cre el I al lsd eb x werd eh nein ibe at vit ‘e. SCL Se CAS ©) Xx y¥ ‘6 xx 
} tee'e' 
Se Se ae a: eae 
<] vad 
P ‘4 i er ¥ é 4 <x 4 ” Soe eo Wey Y Vv Y YY a? oe ney i, 
" , o> } Se 8 & AA, AA A ee && @ | ‘ / "i aa”, a “>. 4 
I ~* P<, Pn! 4 4 pt et OP ee ‘oa’ Pall onl “yiell “ynde Sn a ad \, Prev Z A, AAA J | ie ae 
; | ed "es 9,9 x f oe Ae Xx 29 % 3 KX j ix ¥ -” ' ‘e'e'a’ . oe pion y a* > pe'ee'e's| 
7 y 36" ' ; me mes tata tats | 
Sen ou . , 28664 
' v, > ‘ , OK oe 
4 ‘ate! 3 mA. eee: 
t $8.4 y, ‘e'e'd'a's| 
5 ¥ x me, OS | 
x - ; ¥y <y"¥ KL KS CH 
4 ot ~/ . ? e a aan ee re “af ot ot ? - OR rn a 26,0 66) 
C at atatata POLO LIPPER ata, etna: X ; 0,028.8 | 
: Nis ine Cota ah he Tt wae ebb e beens. . ; ; oS. bd i 
. _ CUCUCDEDCECCOCOSOOCECO CEO OSOCEOU ie c'atde 
EO. 6. 6.000006666606060606606 600066: See | 
<" tab vetnbatriapregrinrens 922,902 8206 OA cee e 64 
fF, © Dat bata nt vata awe bak TE" (x XX XT 
_ won SO SESE ECSBES : 
F. 4 ZX xm en ry ~~ 4, ; A, 8,92 g ASKIN # { LX LPT 
ra J LS, ‘ j KAS X KX Y AX XX 'a''a's'o's'a'a'e'a ne a : 
: ’ ~ + é sal ee! ‘oad “gate siall J om, fe JM i : 
” & ve f <n a c x xs Cx AZ 3 : ie @ ss 7 “ eee | 
i ’ x , Cm pe . ; 
ve c Se x ae. ; veratatate pao OOO 
ries 4 y : OOK BO 0,0,2,9, 20 020 08¢ | 
faliee =e é 2988 a ® PSOCORROAOCe ees: 
ae ry , at atat ae LOE nd nhs h oO addi 
a : ‘nea / Ss 8. , 0, 0,2,0,0 CREE 6,0 0 0 06 8'6.8'6 66 ul 
ra we oe a yy) fy ‘eo aeeas Pe ie > ie ae P Ft a Wa y ” ‘ oe eS a ae a “6 ON eat! sae " Ea & & es 
oe +4, oe 6-66 6 664 ane ak KAKAXXAK AMOK XX e "aa a ates 
et ? £ 00,8 O,2,0,0,0,0,' RES KELL IKEN XX x ELKIN 29,8, 8, 6,0.8 eae we'e's iy Salodeenioe en - L 
ceca val 1,8, 8,0,8,0,3,0,0, 00,6 0090 LOO OO OS SCG 8OA®O80 0800860000008 be’e's'e'6's's'e'a's o'a's 
yo ‘a (2.2.9, 00 ,,0,0,0,0,0,0.0, 02,0980 00,002 6,090.0,0 0900000006660 600 a'0'6''@'@'0's'e's's'e'e 
eiiigs ay SSH K NK 0,6) @'e'3' 88 @ 8'0 a'0'e'@'a'a'o'@ 06.00 066 6.800609 0 \e'e's'sla'a ac ee 
ae a ry ¥ "6 @ e@< ‘a ‘@) y 202688 a X's ' POV PV VY aio'e'a's ola eleleiaien ' 8,9, 0,0,9, 22,68 8 8 @ se 
yee eH oe ee 2 Od “pet” ed "ess wnt’ "yh “ull seal wed nl Mia ee / Aly Al ° ¢ @ & & & Ss ( } (*} & & BS ee vy “3 
pate . & s 2 \S.9.60 008080066 _a'a'e'6'e'e'e'a' wataae 
Date A, " CL Rd Dn on Mu a OO 858.62 oe eee o's '¢ | 
OSes x S60 a es 2 eee ee LVL RR 
eae A, Sk oe wel i a a a ee ey Ordo oy Need ed Me KK KOC 
wae 9,228,898 625,8 004506 (00,6668 606 06: 
eee Ck ok om ee eke 1.2 SOO 2.0 806068 Oe, 
sae ‘ x SO oO te 6 bang 
bok 4 . 2882 8 ee : SSCL VY 
ici . om 4 ¢ y *< Ye'alele'eeanialta 18,0,9,0,0,0, 0,9, 08,8080 
ara ; "2 ne On i eh pt oh we "ll Wwe. wre & eee e@ 5 CX XX ES EXSY XS (Xs 
a id POPS 2FLLI8 02 VDEDIDIESODDSIECOA BS OS. eeeee eeesees Se'e'ee eee" Onl ol nl nel soll 
~ Cal Se & CX KX é ‘ee @ S6E6868 eeoeeee ey oe Seo oak le LO 229,88' 
hk. a ek ho he rn ag, mt And nal ad nah LOee Ces HEVOe Ee e's '@ . 
pie 6,9.690¢690000 @ ce Oy + C On) 
<a x" fe'e'e’ Bad id’ 7 2 SEFeee  § § 6¢ Cone 866 ® seseeceooes 
— a oo px tic ip ois Gee oes © oo ae eeveee 
\ > - ae yaa % ty s #6, CF id 7 : “tig : 7 i x bes ee ad oa e : 
Oey i, ——— Ob ; ye ee Le I Cage ; lop — S| 
sf “ es i ® (it y . ; , OS ) ae || Be od ; ; ' 
Ag et 7% ee i 4 ; : ig : ee at a lalla ME ; 
4 2 | 3 Fearne 
are h oy: eal glee : ee ee es. :  — > Om ri be. Bee es, | 
aa 4 he I a OS ge ee ae tea | 
ee “; Gh. ae eed t 4 5 Me j eae he COR ES, ee a i eee .. Pies oe fe oe | 
ibe | igile ee. = rs ae e ee EE 
Nee oS Sta ¥ a ee es lg oe Becue He ee OS ee : |e ies eas a8 
es j Le eS wt On ee : a sie hes ee Cae | 
ee j he gt rrr We i eee Ie AS toigs pAaes FR J ga ae *, Bae Be ae Hoke 
ticce * LZ gs : one Wd if GLE Ee a ee : = De er ee 
ses . ‘ a eee f ¢ a TF A a LS ei : j 4 9 PE 
, he, ge Le acy Ls ee OF : oe ot ~ he ee tee’ 
Sisal mea A A i ; ¥ #- é e pe ait ; F bee 
: = i - ips fag” Z s % ‘ $ 3 oie ot 
? , ¢: S j : ‘ # ‘ ‘¥. ae : ae hive 4 the - * bey | 
7 ne en ee A oe a AS Oe 
ieee | Aig Sie Ni 2 Ge tre re. ee se i 2 Sak ies ee res oe .: fo: ae 
¢ i pea is é 5 F Le ee ; aa 
ae * te Pe ee DH Gig i Bits 4 - * ig ti 4 y + it a 
ae : i . AM 7% ; 4 Soe ie. Fie i baie geek ® Pegs Fem ae ie eRe Fy 8 oe ee ee Bie 
i i i ea pe wise , ‘ iat, 92% ae ee: we a ag mee g aa are oe bes te eS , ‘ oe 
- & Poh) Wace tae | Ni aS 
ruber fh : gs ah Mee i a); de ee ee HT : ones 
bee f he ome) Be ie Oe st A WO, te gt Bot Be re aa ek Coe, 
2 OS FOG tina Ia cad eect nt esd tas sa eae eae 
Scie gin 4 ¥ + " “ Pies | ‘* ra ‘ Pe + , 2 me S 
# a ‘ 4 m > vs 4 Pie: 
9 4 . : PEERS wis : : ee ae i Dene ‘ ORG : ‘ siged si : heed Z # 2 : ey 
Beate hg . ¢ % a “ ~ ’ g i 5 ‘ 
; , ; ¢ i Fe 5 i * Z “3 vie peer | 
: ji ARES) bOI ai ‘ “a : A? 
é ‘ P ie i % s, 
ee aaa + : i , ane eee) " , : a : % E - iat a Nae ; rie rt lest hag. pie Se at ta 


+, 


se 


* 


* 


- 0680: _——_—— A 


pies iets. 


Most of the Top TV shows 
are on NBC 


Out of the top ten shows—those with the largest audiences— 
six are on NBC-TV. 


Of the top twenty, twelve are on NBC-TV. 


Even more important, 76% of NBC’s shows are in the top 
half of all network commercial TV programs. Only 54% of the 


No. 2 network’s attractions are in this select group. 


Obviously, then, your program will have definitely the 
best opportunity for the largest audience on NBC. Another 


reason why NBC is America’s No. 1 Network. 


Next week. . . further proof. 


NBC’s Audience Advantage is to Your Advantage ... Use It. 


TELEVISION 


a service of Radio Corporation of America 


sources: Nielsen Television Index; January-April, 1953, Averages 
NOTE: The accuracy of the above data has been verified by the A. C. Nielsen Company 
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Coming 
Conventions 


*Indicates first listing in this column. 

Aug. 29-Sept. 3. Advertising Specialty 
Institute, advertising specialty show, La- 
Salle Hotel, Chicago. 

Sept. 14-15. Pennsylvania Newspaper 


Publishers Assn., annual classified clinic | 


for mid-Atlantic states, Fort Stanwix Ho- 
tel, Johnstown, Pa. 

Sept. 14-18. Outdoor Advertising Assn. 
of America, 56th annual convention, 
Shamrock Hotel, Houston. 

*Sept. 18-19. Seventh District, Advertis- 
ing Federation of America, Nashville, 
Tenn. 

*Sept. 20-22. New York State Publishers 
Assn., annual meeting, White Face Inn, 
Lake Placid, N. Y. 

Sept. 21-23. Assn. of National Adver- 
tisers, annual meeting, Drake Hotel, Chi- 
cago. 

Sept. 27-29. Mail Advertising Service 
Assn. International, annual convention, 
Hotel Statler, Detroit. 

Sept. 30-Oct. 2. Direct Mail Advertising 
Assn., 36th annual conference, Hotel Stat- 
ler, Detroit. 

*Oct. 4-6. Tenth District, 
Federation of America, 
Tex. 

Oct. 4-8. Advertising Specialty National 
Assn., annual convention and Specialty 
Fair, Palmer House, Chicago. 

Oct. 4-10. Produce Prepackaging Assn., 
third annual exposition, Chase Hotel, St. 
Louis. 

Oct. 5-6. Inland Daily Press Assn., an- 
nual meeting, Hotel LaSalle, Chicago. 

Oct. 5-8. Printing Industry of America, 
1953 exhibition and awards, annual con- 


Advertising 
Corpus Christi, 


vention, Shoreham Hotel, Washington, 
BD. ¢. 
Oct. 8-10. Life Insurance Advertisers 


Assn., 20th anniversary convention, Hotel 
Statler, Boston. 

Oct, 9-10. Pennsylvania Newspaper Pub- 
lishers Assn., 29th annual convention, 
Penn Harris Hotel, Harrisburg. 

Oct. 11-14. American Photoengravers 
Assn. and Equipment Exhibition, 56th an- 
nual convention, Hotel Statler, Boston. 

Oct. 12-15. Financial Public Relations 
Assn., 38th annual convention, Sheraton 
Cadillac Hotel, Detroit. 

Oct. 15-16. Central Council, American 
Assn. of Advertising Agencies, Blackstone 
Hotel, Chicago. 

Oct. 15-17. Newspaper Advertising Man- 
agers Assn. of Eastern Canada, Windsor 
Hotel, Montreal. 

Oct. 19-20. Agricultural Publishers Assn., 
annual meeting, Chicago Athletic Club. 

Oct. 19-20. Boston Conference on Dis- 
tribution, 25th anniversary meeting, Hotel 
Statler, Boston. 

Oct. 23-25. Midwest Intercity Confer- 
ence of Women's Advertising Clubs of the 
Advertising Federation of America, Edge- 


Hunt Foods Boosts Boehm 
Robert L. Boehm, assistant to 
v.p. and general sales manager 
Hans Erlanger, has been promoted 
/ to district divisional sales manager 


succeeding S. Lee Miller Jr., who 
has resigned. He wil! be in charge 
|of Hunt sales districts in various 
| sections of the U.S. 


_Midwest NNPA Meets Nov. 8 

| The National Newspaper Promo- 
| tion Assn. will hold its midwestern 
| convention in Chicago at the Edge- 
| water Beach Hotel Nov. 8-10. 


of Hunt Foods Inc., Fullerton, Cal., | 


‘Reporter’ Offers Split 

Runs for Cover Advertising 
Beginning with the Sept. 1 issue, 

The Reporter is offering its adver- 

tisers a chance to use the covers 


According to Edward Roeder Jr., 
advertising sales director, no “hit- 
and-miss shuffle or an alternating 
of bundles” will be used but “an 
accurate and controlled true alter- 
nation.” Copies will be bound in 
an exact A-B-A-B sequence. 

Later—possibly this fall—the 
magazine will offer this same 
service in its inside pages. 


for split-run tests at no extra cost. | 


Appoints E. T. Howard Co. | 
| Congoleum-Nairn Inc., Kearny, 
N. J., has appointed E. T. Howard 
Co., New York, to handle adver- 
'tising for its new Sloane-Delaware 
floor products division, resulting | 
from the company’s purchase of | 
|Sloane-Blabon’s assets. 


Sheffield Silver to Zlowe 
Sheffield Silver Co., New York 
manufacturer of silver plated hol- 
lowware, has appointed Zlowe Co., 
New York, to handle its first con- 
sumer advertising campaign. Pro- 
|motion is scheduled for the fall. | 
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Chain Grocery Sales Gain 
Chain grocery stores registered 
a nationwide sales gain of 5.5% 
in May, compared with the same 
month last year, according to a 
regional survey by Chain Store 
Age, New York. The survey cov- 


‘ered 96 chains operating a total of 


14,966 stores. 


‘Brodie Appointed A. E. 


Melford N. Brodie, formerly 
with Reen-Brodie, New York, has 
joined the staff of Harris & White- 
brook, Miami Beach, as a v.p. and 
account executive. 


water Beach Hotel, Chicago. 

Nov. 5-7. Southern Newspaper Publish- 
ers Assn., annual meeting, 50th anniver- | 
sary, Boca Raton Hotel and Club, Boca! 
Raton, Fla. 

*Nov. 7-8. Fifth District, Advertising | 
Federation of America, Louisville, Ky. | 

*Nov. 8-10. National Newspaper Promo- 
tion Assn. Midwest convention, Edge- | 
water Beach Hotel, Chicago. 


have money to spend 
on your products — 


\D 
ers > 
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Johnson Publishing Co., Inc. 
1820 South Michigan Avenue, Chicago, Ill. 


New York Office: 55 West 42nd Street 
Los Angeles Office: 1127 Wilshire Blvd 
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eee Critics voted 


Once again ExectricAL MercHANpIsING’s Editorial 


issue published in the 


editorial excellence .. . 


Team has a prize winner. The January 1952 Statis- 
tical and Marketing Issue has been awarded top 
honors by a panel of critical judges for the best single 


merchandising field during 


1952... . giving ELecrrtcaAL MERCHANDISING’s Annual 
Statistical Issue a First Award Plaque for the third 
time in the four years it has been entered in Indus- 
trial Marketing’s Editorial Achievement Competition. 


Naturally we’re pleased to win, inclined to celebrate 
... but the really significant thing is the additional 
evidence confirming ELECTRICAL MERCHANDISING’S 


the readership building qual- 


ity which makes your advertising effective. It took 
editorial experience, ability and teamwork to bring 
these marketing facts to life. But the issue didn’t just 
“happen” because, like every issue of ELECTRICAL 
MERCHANDISING, it was a professional job. 


SERVING THE APPLIANCE-RADIO-TV INDUSTRY 
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D-F-S Names Black a V. P. 


Gordon Joins Allied Printing 


Sonic Appoints Getschal Co. 


‘Harvard Review’ Hikes Rates | 


ed Albert A. Black, production W. S. Gordon, formerly Wash- Sonic Industries, New York, The Harvard Business Review. | 
1% manager of Dancer-Fitzgerald- ington representative of Western Manufacturer of Duosonic phono- Boston, with its January-Febru-| 
ne } Sample, New York, for the past 11 Newspaper Union, has joined the graphs and stereophonic sound ary, 1954, issue will raise its guar- 
a | years, has been elected a v.p. of the sales staff of Allied Printing Serv- equipment, has appointed Getschal antee from 25,000 to 35,000, at the 
re { agency. Virginia I. McLean, for- ices Inc., Indianapolis. His terri- Co., New York, to handle its ad- same time advancing advertising 
v- merly with J. Walter Thompson tory will include Indianapolis and vertising. Plans are being readied rates by approximately 33%. Cur- 
of f Co., has joined the copy staff. Washington. for a fall campaign in newspapers rently, a b&w page costs $420. 
| and magazines. 
Kids’ Paper Boosts Price Joins Beaumont & Hohman . , United Fruit Promotes Kidd 
Children’s Times, New York, has. Hal E. Copeland, formerly tele- Frazier Joins Gray & Rogers Gordon Kidd, with United Fruit 
‘ly i advanced its copy price from 10¢ vision account executive with William E. Frazier, formerly an Co., New York, since 1946, has 
as to 15¢ and its yearly subscription Syers-Pickle & Winn, Austin, Tex., account executive of John Falkner, been promoted to director of pub-| 
e- rate from $2 to $3. The Times is a agency, has been appointed assist- Arndt & Co., Philadelphia, has) lications. Mr. Kidd succeeds David 
nd national newspaper for children ant manager of the Dallas office of joined the contact department of 


between five and 12 years. 


‘Beaumont & Hohman. 


Zingg, who has resigned to join) 


Gray & Rogers, Philadelphia. 'the editorial staff of Look. 
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OUR YEARS 


ELECTRICAL MERCHANDISING the best 


An inspection of the Issue should convince you of its 
year-round reference value to people marketing ap- 
pliances and radio-TV sets. An examination of the 
articles on market potentials, saturation and retail 
sales by months is impressive. These features reflect 
an accurate, complete picture of the entire appliance- 
radio-TV Industry . . . and nowhere else is such au- 
thoritative information available. But if that isn’t 
enough, more than 30 individual product studies cov- 
ering saturation, replacements, trade-ins and sales 
factors are also there . . . all vital marketing informa- 
tion organized to help you learn where you can im- 
prove your methods to sell more. 


Preparations for this big issue started months in 
advance when feature articles and market studies 
were assigned. Tens of thousands of questionnaires 
were prepared and sent to all segments of the Indus- 
try to find out the facts which would be most perti- 


nent to people marketing appliances and radio-TV 
sets. Returns flooded the mails and the big job of 
editing, evaluating, tabulating and reporting the re- 
sults began. Significant statistics filled over 100 com- 
prehensive charts and tables . . . all designed to move 
market information off the pages into the minds of 
ELECTRICAL MERCHANDISING’S readers. 


The final result was the product of almost 200 years 
of combined appliance-radio-TV Industry experience. 
Consistent editorial performance such as this by 
ELECTRICAL MERCHANDISING’S Editors has given the 
Industry the right to expect “something extra”. Over 
the years this Industry confidence has not been mis- 
placed. What is even more important ELECTRICAL 
MERCHANDISING’s Editors will continue their efforts 
to deserve this trust by giving the Industry the mar- 
keting facts and the sales-making ideas to move mer- 
chandise out of warehouses into homes profitably. 


A McGRAW-HILL PUBLICATION, 330 WEST 42ND STREET, NEW YORK 36, WV. Y. 


JAMES L. HAYES, for the past two years 

v.p. and general manager of National 

Advertising Co., Waukesha, Wis., a sub- 

sidiary of Minnesota Mining & Mfg. Co., 

has been elected president. Mr. Hayes 

succeeds H. P. Buetow, who has been 
elected 3-Ms president. 


ABP Agencies Total 1,404 


Associated Business Publica- 
tions, New York, now has a total 
of 1,404 member agencies. A year 
ago the number was 1,337. 


‘GREENVILLE 
& coal eile 


HALF-MILLION 
" MARKET= 


ies 


leads all others in 


FOOD SALES 


with 


$93,014,360. 


Data compiled from Sales Man- 


agement's 1953 Survey of Buy- 
ing Power shows this comparison 
of Food Sales in South Carolina's 
3 leading markets: 


Greenville .... .$93,014,360. 
Columbia ...... 82,086,920. 
Charleston ..... 70,451,360. 


* GREENVILLE'S ABC CITY & 
RETAIL TRADING ZONES 


494,212 PEOPLE 


The Greenville Market also 
leads all others in S.C. in In- 
come, Population, Retail Sales, 
Wages, Employment, and Autos 
& Trucks. It is your first market 
in South Garolina. 


MORNING & SUNDAY. 


“GREENVILLE PIEDMONT 


. EVENING . 
Wepresented Natonally Oy WARD GRIT COMPANY wwe 


Operators of WFBC ~NBC~—$000 Watts 


Daily Circulation 96,611 
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10-Year Campaign by Electric Companies 
Helps Swing Public to Private Operation 


PHILADELPHIA, July 14—Public| 1942, “Bill’s a bigger man than 
opinion on government vs. private his Dad was in ’18.” This helped 
management of the electric power! win an annual advertising award 
and light industry has made an citation as the best cooperative ef- 
about-face in 10 years, an Opinion | fort of 1942. Others are: 


Research Corp. study discloses. 

In a survey conducted for the 
Electric Companies Advertising 
Program a decade ago, 52% of the 
persons interviewed favored gov- 
ernment operation of electric com- 
panies. Only 41% preferred pri- 
vate management. 

The 1953 survey shows the feel- 


ing to have been reversed. Now| 


55% of the interview sample fa- 
vors business management of the 
industry and 37% advocates gov- 
ernment operation. 


s Part of this change in public 
opinion is credited to the ECAP 
advertising campaign. It began in 
December, 1941, and is one of the 
longest and most consistent of its 
type in advertising history. N. W. 
Ayer & Son is the agency. 

Magazines, newspapers, televi- 
sion, radio and films have been 
used. The campaign has empha- 
sized this argument: Electricity is 
sold at bargain prices by private 
management, service is better than 
that which government can pro-| 
vide and government management 
is a major step toward socialism. 

A booklet published by The Sat- 
urday Evening Post illustrates the 
consistency of the drive. The book- 
let contains reprints of the 128 
full-page ads published in the Post 
up to the end of 1952. It carries 
the magazine’s name on the cover 
plus a four-color reproduction of 
a Mead Schaeffer painting of an 
electric company lineman at work. 
The painting originally was used 
as a Post cover on Jan. 10, 1948. 

A foreword by the Post states 
that the ads are reprinted to show 
how one industry “advertising its 
cause consistently and persistent- 
ly, has been able to shift the great 
weight of public opinion.” 

A chart in the booklet indicates 
the change in public opinion on 
the issue. Also pointed out from 
Opinion Research data is that in 
1943, 36% of the public thought 
electric company rates were too 
high. Now the figure has shrunk to 
26%. 


® Among the ads reproduced are 
such famous ones as the Aug. 8, 
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Advertising Age, July 20, 1953 A 
The Aug. 5, 1944, ad titled “The! liss Archer” on the ABC i 
’ ’ radio | 

Case of the crumpled letter.” It network and “You Are There” =| - poe comanett s 

— picked by J ulian Watkins for the CBS-TV network. Both pro-| Pm torr apt = erg en 
a anthology of the 100 Greatest grams will return in the fall. | Wieniemnaiane Philadelphia, ste G 
erdenerne seta | ECAP has grown from 50 mem- | been appointed promotion manager : 
vertising in the Post is only ber companies in 1941 to about 140) of Harper’s Bazaar, New York. 
part of the ECAP campaign. Other electric light and power companies a 
publications are used, and ECAP now. A ins K _ 
The April 15, 1944, ad titled prod tet tees ie Uae ee C.F ome age 7 

ais: » 1944, ad title and began using TV in Jan- Minneapolis Art Stu ‘sean ta af ae oe. 
eames ‘lal Ger es — uary, 1952. ECAP supplies a set of | ae 2 Kinsell eae celuee Chara Te on car pn . 
smallest item and biggest y Bin isin cong pn ow 7 ‘focal. use. | rector of Olmstead & F ge tg |appointed ih the Atlanta office of . 
| olis, has open i y-Smi - 
in most family budgets. This year it sponsored “Meet Cor- | em at 83 S. Tenth St. a ue setae seicdiinea be 
al 


RETAIL advertisers know the 
Los Angeles HERALD-EXPRESS 


to be a newspaper of tremendous 
advertising RESPONSE-abiiip/ 
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Advertising Age, July 20, 1953 


Stewart Joins Esty Co. | ABC Signs Two Stations ‘Two Name Turner & Dyson 


James M. Stewart, formerly ad-| WMTCN-TV, Minneapolis, and Rowe Mfg. Co., Whippany, N. J., 
vertising manager of J. T. Baker WMIN-TV, St. Paul, will affiliate maker of automatic vending ma- 
Chemical Co., has joined William with American Broadcasting Co. chines, and National Real Estate 
Esty Co., New York. Mr. Stewart in September. The two stations Clearing House have named Turn- 
will be assistant account executive will operate on Channel 11, shar- er & Dyson, New York, to handle 
on the National Carbon Co. ac- jing time and transmission facilities. their advertising. Rowe previously 
count. | “was a direct advertiser. 


| 
; . Lindsay Joins Duane Jones — 
Resigns Appliance Account —— Merrill K. Lindsay Jr., in 1945 Rader Co. Names Aspinall 
Goold & Tierney, New York,|founder of Lindsay Advertising Walt Aspinall, formerly with 
has resigned the account of the) Agency, New Haven, has joined Tracy, Kent & Co., New York, has 
Universal Major Electric Appli- the contact staff of Duane Jones been appointed art director of 
ance Co., Lima, O. |Co., New York. / Kenneth Rader Co., New York. 


Bibas Opens Drive 


for Givenchy Ties 


New York, July 14—A “pres- 
entation volume’”’—a _  book-type 
cardboard box containing two 
sample ties styled by Givenchy de 
_Paris—has been sent to 200 lead- 
‘ing department stores and men’s | 
| specialty shops throughout the U.S. | 
‘by Edward S. Bibas Inc., New. 
York tie manufacturer. | 
| The promotion introduces a new 


lF you want sales 


oull GET them from the 
Los Angeles Evening 


HERALO-EXPRESS 


“Los Angeles’ FIRST Metropolitan Newspaper" 
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line of Paris-designed ties, retail- 
ing from $5 to $10, and will be fol- 
lowed with two-column b&w ads 
this fall in Holiday, The New 
Yorker, Town & Country and 
Vogue. Point of sale material, in- 
cluding a full-size French fencing 
foil, will also be available. 


The tie, styled by Hubert de 


Givenchy in Pairs, will be manu- 
factured here by Bibas Co. 


Irving Berk Co., New York, is 


the agency. 
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packs the punch 
FOR SELLING 


ee 


PREPACKAGING |* 


If you sell prepackaging materials, 
products or equipment to the 
fresh fruit and vegetable indus- 
try, you can hit the top 85% of 
the wholesale market through the 
pages* of The Packer! Reader in- 
terest in prepackaging is high — 
because the Packer helped pioneer 
this method of better fruit and 
vegetable merchandising. Through 
an extensive series of feature 
articles, The Packer hel strike 
the spark which set off the de- 
velopment of today’s prepackag- 
ing processes and, on September 
26th, The Packer will publish a 
special PREPACKAGING ISSUE.* 


Religiously read by over 15,000 
(ABC) leading growers, shippers 
and distributors, The Packer has 
been the weekly news source of 
the perishables field for 60 years! 
That's why The Packer is such an 
excellent advertising buy for any- 
one — anything (refrigera- 
tion, machinery, transportation, 
heating equipment, etc.) to fresh 
fruit and vegetable growers, ship- 
pers, packers, distributors, receiv- 
ers and wholesalers. 


For a complete report on the buy- 
ing habits of the fresh fruit and 
vegetable industry, write today 
for the new illustrated Packer 
data folder. It contains a world of 
information about one of the 
world’s biggest businesses! 


Last forms close Sept. 20th. Pro- 
duce Prepackaging Conference 
and Exposition, St. Louis, Mo., 
Week of Oct. 4th. 


THE PACKER 


201 Delaware St. 
Konsos City, Mo. 
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MR. EXHIBITOR! 


Meet the dairy farmers of America 
at the INTERNATIONAL DAIRY SHOW 
CHICAGO 
October 10-17, 1953 


A great opportunity for your company to present its products and 
services in the premium exhibit area—the main floor of the Inter- 
national Amphitheatre reserved for industrial exhibits. 

One-third of the nation’s milk is produced in the 6 Midwest states 
closest to Chicago. There are over 100,000 dairy farmers in a 200 mile 
radius. Cover this vital market at low cost. 


Among the many exhibitors who have already reserved space are: 


Allied Mills International Harvester 

Armour Kraft Foods 

Babson Brothers Libbey Owens Glass 

Bethlehem Steel Majonnier Bros. 

DeLaval Milk Foundation 
Starline 


Under proved management. A distinguished board of directors. 


For information on choice still available 
Write — Wire — Phone 
International Dairy Show 
Chicago 9, Illinois 


Union Stock Yards 
Yards 7-5580 


Sales and PR Notions... 
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Fata flex hate Seat Cover 


e An “Auto Seat Cover Festival” 
is Bolta Products Sales’ contribu- 


ideas. The Lawrence, Mass., man- 
ufacturer of plastic auto seat cov- 
er material is using the “festival” 
label to cover an industry-wide 
sales drive which ties in seat cov- 
er manufacturers, retailers, job- 
bers and trim shops across the 
country. 

The promotion will provide co- 
‘operating segments of the indus- 
\try with window streamers, pen- 
/nants, ad reprints and mats, radio 
‘copy and sales and display sug- 
_ gestions. 


'e “Bergen County Looks Ahead: 


Merchandising Devices 


tion to merchandising package Bergen County, N. J., in honor of 


festival = 


A Study in Dynamics” is the sa- 
lute fired by Peoples Trust Co. of 


‘its 50th anniversary. 

The well-illustrated 32-page 
study of opportunities in Bergen 
(County states frankly that it is 
| working a two-way street, one lane 
| of which leads to more business for 
‘the Hackensack bank. “The suc-. : 
cess of a banking institution is de- 
pendent upon the prosperity of the | 
area it serves,” declares the Peo- 
|ples Trust brochure. 


ress 


FESTIVAL—These display items are part 
| of a nation-wide merchandising ‘festival’ 


| 
| i+: _| put on by Bolta Products Sales, Lawrence, 
|@ The British car has passed an | Mass., to promote its plastic auto seat 


other popularity milestone—it is euene Gateded 
being offered as a contest prize. | . 
| Sturdy Dog Food, Burbank, Cal., is making the offer in its Albacore 


Wins and holds attention for your promotion pieces 


with its 3 outstanding advantages 


I. STRIKING APPEARANCE 


For irresistible eye appeal, Hammermill Cover is 
produced in a rainbow array of eleven lively colors 
and a clear, bright white—all scientifically selected 
for their popularity. They provide soft, warm back- 
grounds for colored inks. And printers can supply 
Hammermill Cover in a choice of distinctive finishes 
—Antique and Ripple, Brushmark and Morocco. 
What’s more, all Hammermill Cover has high bulk 
for weight, resulting in a rich, substantial feel. 


SUPERIOR PRINTABILITY 


Hammermill Cover has a uniformly resilient printing 
surface for letterpress or offset—in all finishes. Its 
firm texture takes and holds inks properly. And it 
prints rapidly, enhances the appearance of halftones, 
line cuts, solids, ornaments and type, Antique and 
Ripple finishes are exceptionally like-sided for 
“work and turn”’ printing. 


Ww a Ww 


You can obtain business printing on Hammermil! 
Cover wherever you see this shield on a printer's 
window. Let it be your guide to printing satisfaction. 


Tempt more 


readers inside 


Fishing Contest. The fisherman 
catching the heaviest whopper be- 
‘fore the contest closes, Sept. 1, 
gets a Hillman Minx convertible 
as first prize. 

More than 350 other big fisher- 
men will also get prizes. During 
the contest, Sturdy Dog Food bags 
are “baited” with entry blanks. 


e Strutwear Inc., Minneapolis lin- 
gerie manufacturer, used a kind 
of shock treatment to announce its 
newly designed pink and charcoal 
gray package. Strutwear sent a 
box of its nylon hosiery to all the 
right people, but with no nylons 
inside. The recipient opening the 
box found instead—a press re- 


33. RUGGED DURABILITY 


Unusual strength is a basic 


Cover. Made from strong, virgin spruce fibers, it will 
withstand repeated handling. And it has toughness 


together with pliability to 
without cracking. 


ASK YOUR PRINTER to show you examples of jobs 
he has turned out on Hammermill Cover. You'll see 
why he recommends it for catalogs, broadsides, book- 
lets that command attention and tempt readers in- 


side — where you can reach 
message. 
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Business Men Don’t 
Want Federal Sales 
Tax, Survey Finds 


Cuicaco, July 16—Business men 
do not favor a federal sales tax, 
either as a new levy or as a sub- 
stitute for income taxes, according 
to a survey by Standard Factors 
Corp. 

The company, which deals in ac- 
counts receivable and installment 
financing, queried executives of 20 
representative retail and manu- 
facturing firms in the survey. Op- 
position to a federal sales tax, The- 
odore H. Silbert, Standard Factors 
president, said, is based on these 
arguments: 

1. The federal levy would crip- 
ple cities and states which now re- 
ly on sales tax for a large part of 
their revenue. 

2. Administrative difficulties of 
keeping federal sales tax records 
would be severe. 

3. The federal tax, whether ap- 
plied on the manufacturing, whole- 
sale or retail level, “would never 
be relaxed, but would grow over 
the years.” 

4. Added tax burdens on con- 
sumers would hurt sales and busi- 
ness activity. 


quality of Hammermill 


fold and crease cleanly 


s “Business men feel that every 
tax merely takes another portion 
of the national income available for 
private spending and transfers it to 
Washington,” Mr. Silbert said. “In 
|riches or in poverty...these man- 
| agements find that the size of the 
‘federal civilian establishments 
' tends to go up, and the powers of 
| the federal government seem to be 
jautomatically enlarged. They 
‘therefore oppose any increase in 
_any form of taxes.” 


‘Gentry’ Adds to Statf 


ad Gentry, New York, has added 
f three to its advertising staff. They 


them with your selling 


te _are J. Austen Wood, formerly with 
a Drake of America Inc.; Mitchell H. 
.% Azerier, previously with National 
x4 | Theater & Concert Magazine; and 


Joan E. Cameron, who has been 
with Gentry about two years. Mel- 
|vin M. Hirsch, formerly with the 
| Rosenthal Mfg. Co., New York, has 
| been named as a special represen- 
tative to direct multiple circula- 
‘tion activities. 
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An Exact, Accurate Tabulation 
of Retail Sales 


(FOOD CLASSIFICATION) 


In Winston-Salem and Forsyth County, N. C. 


; sa De 
or @ NOT a PROJECTED SAMPLE a 


be- ..- but an actual check through personal calls on 519 grocery 
We stores by representatives of one of the nation’s best known, most 
reputable business organizations: 
1er- 
ring 
Jags 
‘i Dun & Bradstreel. Sno. T 
é 
_ Se UN & BRADSTREET, INC. 
‘ind ° ° ae 
its (Business Information Division 
s0al tote! 1952 sales ot 
ta orsyth County pitas: 
tets i en down pep CENT 
the ore 519 retell Gg $29, S{ei8, tes, veo 9.19 
ons pane wiriets sppro™ $14,672,905 se 
the + 400,000 3.90 : 
- \ 5 i 
” cin He ag tom um The R es ults hin In 2 
super ~ wore 19mm to 37™ es 6,018, : ; . 
_—_ 100m — 
‘ v4 wee paonapen ee ae 
6. or a» 


TOTAL adh E 
SCoPE ng CO- net 
Oncor ‘ HERE IS THE EVIDENCE: 
to this survey on Dep sorrento vn owner hl » 
respondents search - oe v4 neve S1s°e 11 98 : 

nen weet ated ther reine pages oe os tuo! soles ve we rorsytm 

aX, Nene sted © Oats ° tele vet “ay ur ing ington S8\0ei on-ssie®, 

ub- as Satinued Store ound bY chee) edit ton ; w.c. 

ing 
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7 Retail Grocery Outlets 

he- 

= 1952 RETAIL SALES 

iy $29,818 664 

re- , , 

of 

of For years the Journal and Sentinel have been-slightly confused and a bit 

rds dubious of the methods employed by the various “surveys,” “market 

1p- guides,” “market analyses,” etc."—particularly in their computation of H The Dun and Bradstreet total is 2 WThe Dun and Bradstreet check 
“i retail sales. True, they’ve been helpful in the past—BUT HOW ACCU- over 12% higher than credited to shows 69 more retail outlets than 
ver RATE? Even government figures**—now over 5 years old—were ques- Forsyth County by any other credited to Forsyth County by 
= tionable. There was only one way to find out. We asked Dun & Bradstreet — GererRERNER SeDNERE 
si- t, to go to every single retail grocery outlet in Forsyth County and obtain 

7 actual sales figures. For the first time, Dun & Bradstreet consented to make HERE*’S CONCLUSIVE PROOF THAT 
wd such a check. Only grocery items are included in the total (no gasoline, All Business Is Local ... that buying habits and variable market 
for feed, hardware, clothing, etc.) factors cannot be accurately measured by 
re f hypothetical formulae. 
‘In 
in- 
> EI: ' “S58? “se 
he Here’s Our Offer To You HERE'S ANOTHER REASON WHY 
nts ' , 
of ; Send today for your free copy of this Dun and Bradstreet It Pays to Know _.. of Y prosperous counties covered only by 
be VE N , Our Market the Winston-Salem Journal-Sentinel—the only 
ey report. Address: a ERTISING RESEARCH PROMO. papers in the South offering a Monthly Grocery 
” TION DEPARTMENT Journal and Sentinel. When you Inventory... an ideal test market. 
receive it, you will see why we insist that — 

ed 

ey 
ith 


n YOU CAN’T COVER NORTH CAROLINA  [iMpReMaAAigans iii anni a 
af sieenned tin JOURNAL and. SENTINEL 
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on National Representativo: KELLY-SMITH COMPANY | 
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Barclay Grant to Fairfax | New Bissell Sweeper Bows Rack Jobb ers 
Barclay Grant & Co., New York | Bissell Carpet Sweeper — Co., 

maker of sewing supplies, has ap- Grand Rapids, Mich., is making ay 

pointed Fairfax Inc., New York, to; new sweeper, the Grand Rapids, e es ° 

handle its advertising. Plans in- the feature of an advertising cam-_ Aiming al 6 

clude magazines, newspapers and paign scheduled to break in Sept- 

radio. Schwab & Beatty, New York, ember. Magazines, newspapers and 


had the account previously. point of sale will be used. Details ... § S ] 
° - of the campaign will be announced aln In a es 
later. N. W. Ayer & Son, Chicago, | 


handles the account. | (Continued from Page 2) 
'manufacturers which aims at be- 
_L. A. Print Salesmen Elect coming spokesman for the indus- 
| Keith Cutting of Parker & Co. try. 
has been elected president of the. 

Los Angeles Printing Sales Club, ~ As ARMI’s president, Allen. 


an affiliate of the Printing Indus- F ecutive v.p. of Herst-Allen. 
tries Assn. Other officers elected a. tema oaks it, rack mer- 
are Sid Jones, George Rice & Sons, | oy cndisers offer definite services 
v.p., Larry Hardy, Times-Mirror | |) supermarket operators: 

Press, treasurer, and Estelle Swan, 1. They relieve food store ex- 
secretary. -ecutives of the need to obtain 


housewares specialists. 


5 aie Hallicrafters Boosts Bermond | 5 They elimi sites 
The Disateh ‘ ; y eliminate the possibility | 
. | EAST nea " OLINE A. Raymond Bermond, since of grocers getting stuck with non-| 


We produce 
UNITS ond METAL PARTS plus 
IDEAS ond WORKING MODELS 


OF QUAD-CITIANS 


live on the 
Illinois Side in 
ROCK ISLAND 


sa ij 1951 assistant advertising manager  -jjing gadgets. | 
He ROCK ISLAND igus of Hallicrafters Co., Chicago radio, |" They ihm ser a wadea| 
Shes sain aos cco = A NS | laghay and stock rotation opera-| 
piebcgliers ees manufacturer, has been promoted ||” | 
to advertising manager of the com- tions. sat | 
pany’s radio division. Advantages to manufacturers, 


They read these newspapers: 


. 
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the PLAIN DEALER goes. 


whore the MONEY flows | 


71% of the Plain Dealer's daily circulation in Greater Cleveland 
reaches families that account for 73.9% of the city’s retail sales.* 

In addition to blanketing Cleveland’s effective buyers, the Plain Dealer 
advertiser gets a valuable bonus—dominant coverage of the 

rich 26-county adjacent area that constitutes the Plain Dealer’s 
famous 2-in-1 market...both for one low cost. 


. 


*Total Sales . $1,733,424,000 Drugs .. . . . $56,838,000 
ae 458,874,000 Furn.,Hsld.,Radio 85,680,000 


Gen. Mdse. . 263,872,000 (Figures—Sales Management Survey, 
Moy, 1952) 


CLEVELAND 


PLAIN DEALER 


Cleveland’s Home Newspaper 


Cresmer & Woodward, Inc., 
New York, Chicago, Detroit, San Francisco, Los Angeles, Atlanta 


Advertising Age, July 20, 1953 


Mr. Levis said, include wider dis- 
tribution and assurance that prices 


_ will be maintained. 


's In addition to serving as a means 
of distributing information among 


rack men, ARMI has set itself up 


'as an advisory service to house- 
|/wares manufacturers. It funnels 


data from the consumer level to 
plant executives. 

The association also coordinates 
research on problems affecting the 
industry. Its report on package re- 
quirements and methods was dis- 
tributed last week. 

The rack merchandiser has 
come a long way from the sales- 
man who carried his wares in a 
suitcase. Many of ARMI’s 27 job- 
ber members (about 75 manufac- 
turers hold associate membership) 


{operate huge warehouses using 


latest materials handling tech- 
niques. 

Rack jobbers carry as many as 
1,000 items of pots, pans, cutlery, 


|toys, glassware, dust pans and 


similar kitchen gadgets. Industry 
leaders are set up so that an item 
is touched only once from the time 
it moves from the warehouse to 
the in-store rack. 


@ The operators concentrate on 


supermarkets—chain or independ- 
ent stores with high volume. Im- 


| pulse buying is the key to the suc- 


cess of the merchandising method, 
and heavy traffic is required: A 
shopper will buy only so many 
potato peelers, even on impulse. 

From the time a rack is moved 
into a store, the rack jobber takes 
complete charge. He pre-prices the 
items, and from experience knows 
pretty well what will move. The 
rack is serviced regularly by a 
route man, who notes which items 
are selling and removes. those 
which aren’t. 

New items are tested in small 
quantities in a few stores, then 
added to the line if results war- 
rant. Displays are changed fre- 
quently to provide new impulse 
incentive. 

So far, according to Mr. Levis, 
variety stores have not expressed 
the same alarm which spread 
through the retail drug field when 
supermarkets put in drug lines. He 
pointed out that even with their 
tremendous stock, rack merchan- 
disers cannot carry as many items 
as are in variety stores. Exposure 
to the housewares rack, he said, 
causes many shoppers to visit vari- 
ety stores for goods not on the 
rack. 


s The future probably will bring 
an extension of the rack principle 
to sale of soft goods. Already many 
stores carry lines of hosiery and 
work gloves, and some have ex- 
perimented with children’s cloth- 
ing. 

High among the problems to be 
worked out in extending the pro- 
gram is price and packaging. There 
appears to be a limit of about $2 
on what the food shopper will 
spend on non-food impulse items. 

The executive of one food chain 
told AA that his chief concern 
over the future of housewares 
racks in his chain is pilferage. 
Spot checks indicate that shop- 
lifting of small articles runs high, 
he said, and advised that such 
items be packaged on cards or in 
other ways to make them difficult 
to palm and pocket. 


Publications Will Combine 
Park East, which will be pub- 
lished again in February, 1954, 
this time by Family Circle Inc. 
(AA, July 6), will be combined 
with Promenade. Currently Prom- 
enade is going free to approxi- 
mately 50,000 guests in 13 New 
York hotels. The combined rate 
will be $1,150 a b&w page, begin- 
ning in February, 1954. Park East, 
which will guarantee 50,000 paid, 
will be sold on certain newsstands 
at 35¢ a copy, an advance of 10¢ 


‘over its former price. No decision 


has been made on a title for the 
part-controlled, part-paid circula- 
tion magazine. 
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| in agency history... 


-- 
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pas oer 


This, we feel, would be of little interest to you if it weren’t for 
this one fact: 
More than half of our record growth has come 


from old clients... from increased appropriations 
based on increased sales. 


, It is certain, of course, that advertising alone was not responsible 
% for such a record. We have been blessed with products of outstanding 
" merit, made and sold by aggressive, intelligent manufacturers. It 


is equally certain however, that without the proper kind of adver- 


Sullivan, Stauffer, Colwell & Bayles, Inc. 


437 FIFTH AVENUE, NEW YORK 16 


LE LEO 


AMERICAN CIGARETTE AND CIGAR CO., INC. 
Pall Mall Famous Cigarettes * La Corona Cigars ° ° 
Antonio y Cleopatra Cigars 


AMERICAN PETROLEUM INSTITUTE 
Oil Industry Information Committee 


CARTER PRODUCTS, INC. Arrid+ Rise Shave Cream 


FILBERT, J. H., INC. 
Mrs. Filbert’s Margarine and Mayonnaise 


LEVER BROTHERS CO. 


With the fastest growth 


What does SS CB offer 


advertisers today 


E’VE BEEN TOLD that ours has been the fastest growth in 
agency history . . . from 314 million dollars the first year to 
over 20 million dollars this year. 


CLIENTS OF SSC&B, INC. 
Silver Dust + Lifebuoy Soap 
NOXZEMA CHEMICAL COMPANY 


RUBSAM & HORRMANN BREWING CO. 
R & H Crown Premium Beer 


os 


tising a record like this would have been highly unlikely. 


We'd like to talk to any advertiser whose products do not con- 
flict with those we are now handling—in a straight-forward, down- 
to-earth manner. For we are not a group of high-pressure “new 
business men” with a pat “new business” program. In fact, this is 
the first advertisement we have ever written about ourselves. 


All we’d like to do, is to discuss with you how we have tackled 
the problems of our present clients and to describe the methods we 
use to get such outstanding results. 


If you'd like to hear how we would approach your advertising 
and sales problems, please write or telephone us. 


PHONE: ORegon 9-2500 
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SIMONIZ CO. — Simoniz Paste for Cars * 
e Simoniz Liquid Kleener + 


Bodysheen 
Simoniz Floor Wax 


SMITH BROTHERS, INC. 


Smith Brothers Cough Drops + Smith Brothers Cough Syrup 
SPEIDEL CORPORATION Speidel Watchbands 


WHITEHALL PHARMACAL COMPANY 
BiSoDoL Mints & Powder 


Noxzema Skin Cream 
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No Settlement 
Appears Near in 
Brewery Strike 


|ARF Reports Ready Soon 


_uled to be mailed soon to members 
of Advertising Research Founda- 
tion. They are a report by Dr. Wal-. 
lace H. Wulfeck, chairman, mo- 
‘tivation research committee, spell- 
|ing out preliminary objectives of 
|this project; results of recent poll 
to determine ARF subscribers’ in-_ 
terest in 16 different types of mag-| 


\the agricultural 


| Yates Appointed A. E. 
| Three special reports are sched-_ 


W. K. Yates, formerly head of 
products division of Morton Salt 


Dunlap, Milwaukee. 


Connelly to WCAE, Pittsburgh 
Robert C. Connelly, formerly ra- 


MILWAUKEE, July 16—The strike azine research, and an analysis of dio and television director of Cab- 
of the CIO Brewery Workers Un-| memory techniques for measuring bot & Coffman, Pittsburgh agency, 


ion against Milwaukee’s six brew- 
eries went into its second month 
this week without prospects of 
settlement. 

Despite the long beer @rought, 
the breweries have made no move 
to touch their advertising budgets 
and commitments. 

The subject of changing its 
schedule has never been discussed, 
the advertising manager of one of 
the largest breweries reported. 
“We're going ahead making plans 
for next year as though nothing 
has happened,” he said. 

Another brewery reported it will 
probably take a good look at its 
schedules once the strike is settled. 
But it is doubtful if any cuts will 
be made in its budget, the adver- 
tising manager reported. 


® Strenuous efforts are being 
made to settle the strike of the 
7,100 employes who left their jobs 
at the Schlitz, Pabst, Miller, Blatz, 
Gettleman and Independent brew- 
eries on May 14. 

Federal labor conciliator Clem- 
ent J. Murphy is holding almost 
daily sessions with the bargaining 
committees on both sides. 

Stanley Budney, secretary to 
Mayor Frank P. Zeidler, has joined 
the discussions and is attending all 
meetings. 

Biggest stumbling block to set- 
tlement is the union demand for a 
35-hour week. 

The breweries have _ insisted 
they are not in a position to cut the 
work week. The union claims it 
needs the shorter work week to 
spread the work and avoid layoffs 
during the winter season. The 
breweries contend that the layoff 
problem is relatively minor and 
that only a small percentage of the 
workers are laid off during the 
winter months. 


Miss Mansfield Joins Olian 

Patricia Mansfield, formerly ad- 
vertising and sales promotion di- 
rector of Prince-Gardner Co., St. 
Louis, has joined Olian Advertis- 
ing Co., St. Louis, as fashion co- 
ordinator. 


ART MATERIALS + SCHOOLS 
TRAVEL: VACATIONS — 


Ee 


~ PAPER + ENGRAVING — 
TYPOGRAPHY - PRINTING 
LITHOGRAPHY + BOOKS 
PHOTO SUPPLIES — 


fhen you ought to advertise in 
AMERICAN ARTIST — the favor- 
ite best-selling magazine of a 
$40,000,000 class market with 
tremendous earning — SPEND- 
ING — and BUYING power. 
Readership over 250,000... 
paid circulation guarantee over 
40,000 — most of whom admit 
their buying is influenced by the 
hour or more they lavish on each 
issue! 

Write or phone for sample copy 

and details. 


american artist 
24 W. 40th St., N.Y. 18,N. ¥. CH 4-2878 


printed advertising readership and 
impressions. 


has been appointed an account ex- 


lecutive of WCAE, Pittsburgh. 


Two Buy Pyroil Co. 
The 25-year-old Pyroil Co., La 


Gantenbein to M. O. Weiby, previ- 


Co., has been named an account | ously a v.p. and merchandise man- | 


/executive of Klau-Van Pietersom- | r 
C. H. Weiby, who has owned and. 


operated general merchandise 
'stores in Washington and Oregon. | 
|M. O. Weiby will be president and 


ager of Gamble-Skogmo Inc., and 


secretary and C. H. Weiby execu-' 
tive v.p. and treasurer. Mr. Gan-| 
tenbein has been elected a v.p. The, 
company makes Pyroil, gas and oil | 


Advertising Age, July 20, 1953 
Stoff Heads Haller Sales 


Michael Stoff, formerly general 


and livestock Crosse, Wis., has been sold by T. B. | sales manager of the Select Brands 


division of Continental Distilling 
Corp., has been appointed general 
sales manager of W. A. Haller 
Corp., Philadelphia, a subsidiary 
of Publicker Industries Inc. Mr. 
Stoff will supervise sales of County 
Fair bottled-in-bond bourbon; 
Haller’s Deluxe and 89; Conestoga 
bottled-in-bond and straight rye 
whiskies; Haller’s Reserve and 
S.R.S., blended whiskies, and Hal- 


| additive for all types of engines. | ler’s gin. 


STORER 
LEADS 


IN 


MERCHANDISING 


T00! 


Based on years of successful experience, advertisers have come to 


expect top coverage, top ratings and top returns 


in all of the markets which are served by Storer 


radio and television stations. 


“Remember that Storer produces still more dollars for you 


through intense, aggressive merchandising support. 


PHILCO...., 


~» JIM WOODS 


EVERY SUNDAY 


TitiiL Tiririliriiii itis fa 


POINT OF PURCHASE DISPLAYS 


——— - oe 
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Newsprint Output 
Down, Consumption 
Up in ‘53: ANPA 


NEw York, July 16—Consump- 
tion of newsprint continues to 
climb in the face of falling produc- 
tion. 

Total estimated newsprint con- 
sumption in the U. S. for the first 
six months of this year was 3,076,- 
828 tons—an increase of 89,082 


tons over the same period of 1952. first half of ‘52 and a 3.7% 
Total U. S. and Canadian pro- crease over the first half of ’51. 
duction of newsprint for the first 
six months was 3,360,729 tons, aug Newsprint Service Bureau re- 
drop of 52,051 tons below the first! ports Canadian mills produced 3,- 
half of last year. 074 tons less in the first half of '53 
American Newspaper Publishers |than in the same period of ’52, a 
Assn. reports member newspapers | decrease of 0.1%. Output of U. S. 
during the first six months used | mills was 48,977 tons, or 8.3% be- 
2,338,389 tons of newsprint, com- | low first-half ’52 production. 
pared with 2,270,687 tons in the; Thus, total continental produc- 
first half of 52, and 2,255,787 tons tion for the first half was 52,051 
in the like period of ’51. This rep- tons, or 1.5% under that of the 
resents an increase of 3% over the! same period of last year. 


in- 


' Stocks of newsprint on hand and 


in transit at the end of June} 


/}amounted to 44 days’ supply for 
‘the average of all daily newspa- 
pers reporting to ANPA. This is 
an increase of four days’ supply 
compared with the end of May, 
and is the same as at the end of 
June, ’52. 

Stocks of newsprint at all U. S. 


and Canadian mills at the end of, 


June totaled 182,871 tons. 
This compares with 151,373 tons 
one year earlier. 


POSTERS 
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STOCK CHECKING 


OUTDOOR BILLBOARDS 


ADDITIONAL MERCHANDISING SERVICES 
INCLUDE THE FOLLOWING: ** 


Window displays 

Personal calls on retailers, wholesalers, etc. 
Truck signs 

Distribution checkups 

Product exploitation 

Publicity 


Newspaper advertisements 


On-the-air promotions 


Car cards 

Client follow-up reports 

Promotion consultation service 
Window streamers 

House organs 

Sales bulletins 

Illuminated billboards 

Ads in drug and grocery publications 
Personal appearances by station personalities 
Easel displays 

Use of products on give-away shows 
Booths at fairs 

Sampling 


Airplane towing - 


*E For further details contact your nearest Storer office 


TOM HARKER, V. P., National Sales Director 


NATIONAL SALES HEADQUARTERS: 


Mailings to retailers, jobbers, brokers, wholesalers etc. 


Sales meetings for dealers, jobbers, distributor salesmen 


STORER BROADCASTING COMPANY 


WSPD-TV WJBK-TV WAGA-TV KEYL-TV WBRC-TV 
Toledo, Ohio Detroit, Mich. Atlanta, Ga. San Antonio, Texas Birmingham, Alo. 

WMMN WSPD WJBK WAGA WWVA WGBS WBRC 
Fairmont, W. Va. Toledo, Ohio Detroit, Mich. Atlanta,Ga. Wheeling, W. Vo. Miami, Fla. Birmingham, Ala. 


BOB WOOD, Midwest National Sales Mgr. 


118 East 57 Street, New York 22, Eldorado 5-7690 + 230 N. Michigan Ave., Chicago 1, FRanklin 2-6498 


‘Philadelphia Adwomen Elect 

Mrs. Mabel Baudoux, Mabel 
Baudoux Direct Mail Advertising, 
Philadelphia, has been elected 
president of the Philadelphia Club 
of Advertising Women. Other of- 
ficers elected are Mary E. An- 
drews, Philadeiphia Electric Co., 
Ist v.p.; Stella T. Cox, Times- 
Herald, Norristown, Pa., 2nd v.p.; 
Gladys N. Mornan, Lewis & Gil- 
man, treasurer; Marjorie R. Car- 
mosin, Drexel Institute of Tech- 
nology, recording secretary, and 
Marian B. Rowell, Telephone-Sec- 
retary Service, corresponding sec- 
retary. 


Railway Boosts McIntyre 


Robert D. McIntyre, since 1949 
on the advertising staff of South- 
ern Pacific Co., San Francisco, has 
been promoted to advertising man- 
ager of the railroad’s lines in Texas 
and Louisiana. Mr. McIntyre, who 
will headquarter in Houston, will 
occupy a new post on the staff of 
H. H. Gray, passenger traffic man- 
ager. He will take over the duties 
of Edward G. Germann, who has 
retired as special assistant to the 
passenger traffic manager. 


A TECHNIQUE FOR 
PRODUCING IDEAS 


Where do the meneymaking ideas 
come from—those ideas which 
make successful novels, radio pro- 
grams, moving pictures, sales 
campaigns and businesses? 

James Webb Young, one of the 
highest paid idea men in the ad- 
vertising business, set out to an- 
swer this question for his students 
at the University of Chicago. The 
result is a little book which you 
can read in an hour but will re- 
member the rest of your life. 

In the simplest and clearest of 
language Mr. Young has succeeded 
in describing the way the mind 
works in all creative people. He 
gives you the formula which they 
consciously or unconsciously fol- 
low in producing ideas. He shows 
you how to train your mind so 
that idea production is, as he says, 
“as definite as the process by 
which motor cars are produced.” 

Enthusiastically endorsed by 
sales managers, editors, college 
professors and students, poets, ad- 
vertising men, salesmen and busi- 
ness executives who have read 
it. Send for your copy of A 
TECHNIQUE FOR PRODUCING 
IDEAS now. Only $1.25 postpaid. 


ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Gentlemen: 

Please send me on 10-day money- 
back guarantee...... copies of “A 
Technique for Producing Ideas.” 
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Aubrey Williams Urges Broadcasters 
to Fight FCC’s Ruling Against Teasers 


New Orveans, July 14—Aubrey | 


Williams, director of the radio- 


radio and televi- 
sion get a fair 
shake in the com- 
petition for teas- 
er ad budgets. 
Mr. Williams’ 
action followeda 
recent Federal 
Communications 
Commission rul- 
ing requiring 
that radio-TV 
teaser ads be 
identified. After 


Aubrey Williams 
an inquiry by an attorney repre- 
senting several clients who had 
been offered teaser spot drives, the 
FCC said that Section 317 of the 
Communications Act makes ade- 
quate identification of the sponsor 


of radio-TV advertising manda-| 


tory. 


s In a letter forwarded to station 
representatives, the Broadcast Ad- 
vertising Bureau and the Station | 
Representatives Assn., Mr. Wil-. 
liams asked: 

“Are you guys gonna stand for 
that? 

“Newspapers will run any kind | 
of teaser copy we give them, so| 
long as no product or service is | 
offered: for sale. We use teaser 
copy for Jax beer, which refers | 
to ‘J Day’ but does not offer beer | 
for sale, suggest that you drink it, | 
or even mention the word ‘beer.’ | 

“A large part of our ‘J Day’) 
budgets have been going into radio | 


and TV. If this rule stands, and | 


the FCC decides against radio and 
TV, while newspapers, magazines, 
billboards, streetcar cards, etc., 
etc., are permitted to run teaser 
copy, then we will lose that radio 
and TV activity. That will be a 
loss to your interest in money, and 
a loss to our interest in circula- 
tion. 


“The situation indicates pretty | 


clearly to me that some imme- 
diate concerted action is required.” 

Mr. Williams said the Jax beer 
teasers referred to in his letter are 
not running currently, though they 
had been used fairly recently in 
scattered markets. 


s Commenting on Mr. Williams’ 
letter, T. F. Flanagan, managing 
director of the Station Representa- 
tives Assn., said: 

“Of course, teaser advertising is 
a regular part of the art of adver- 
tising, and radio and _ television 
should have an opportunity to use 
it, especially in the introduction of 
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new products.” 


He said the FCC rules, which 
TV department of Fitzgerald Ad-' discriminate against radio-TV in| 
vertising Agency, has taken the) this type of advertising should be 
lead in a movement to see that) called to the attention of the com- 


on the New Orleans agency execu- 
tive’s letter. 


| 
Grass Noodle to Meyerhoff 


I. J. Grass Noodle Co., Chicago 
maker of soup mixes and noodle 
| products, has 
| Meyerhoff & Co., Chicago, to han- 
dle its advertising. Plans are being 


mission by one of the industry made to coordinate ads with ex- 


associations. 
Broadcasting Advertising Bu- 
reau has taken no stand on this is- 


sue and had no comment to offer Chicago, 


|tensive merchandising and sales 
plans. Mrs. Grass’ beef noodle soup 
| has been launched on a test basis. 
| Previously, Phil Gordon Agency, 
had the account. 


appointed Arthur, 


Eagle Lock Co. to Prelle 


Eagle Lock Co., Terryville, 
Conn., maker of locks and fasten- 


|ers, has appointed F. W. Prelle 


Co., Hartford, to handle its adver- 
tising. Wilson, Haight & Welch, 
Hartford, previously had the ac- 
count. 


Joins Marketing Counsel 
Alma Girand has been appointed 
v.p. of Marketing Counsel & Re- 
search Co., St. Louis consultant on 
surveys, product testing, sales an- 
alysis and systems methods. 
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Decorating Process Bows 


| Decorating Process Inc. has been 
‘formed at Regester and Aliceanna 
Sts., Baltimore. The company will 
offer a consulting service on the 
use of cold color decorating proc- 
esses for bottles, cans and drums. 


Names Keller Advertising 

M. Lehmann Inc., New York 
wine and spirits merchant, has ap- 
pointed Gerald H. Keller Adver- 
_tising Co., New York, to handle its 
advertising. Direct mail and local 
‘media will be used. 
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Advertising Age, July 20, 1953 


Profits Tax Won't 
Affect Ad Budgets, 
44's, ANA Say 


New York, July 14—While Con- 
gress debated extension of the ex- 
cess profits tax, spokesmen for ad- 
vertiser and agency organizations 
today predicted that the tax would 
not affect advertising budgets. 

Frederic R. Gamble, president of 
the American Assn. of Advertising 
Agencies, said the President “is 


/exactly right” in seeking an exten- 
|sion of EPT. 

| “We can’t dispense money until 
we get some,” said Mr. Gamble, 
adding that industry should sup- 
port the balancing of the budget 
in practice as well as in theory. 


@ He said that there “should not 
be appreciable connection” be- 
tween excess profits and advertis- 
ing expenditures, a subject he des- 
cribed as “much overdrawn.’ 

A spokesman for the Assn. of 
National Advertisers said there 


would be “no noticeable effect” 
from the extension of the tax. 
“Most advertising appropriations,” 
he said, “are based on what is 
needed to spend rather than any 
tax situation. No one is overspend- 
ing on account of the tax.” 


Joins Bakers’ Assn. PR Staff 

William O. Miller, formerly sen- 
ior assistant district public rela- 
tions officer in the Ninth Naval 
District, Great Lakes, Ill., has 
joined the public relations staff of 
the American Bakers Assn., Chi- 
cago. 


Crosley Represents WLW-A 

The national sales offices of 
Crosley Broadcasting Corp. have 
taken over the representation of 
the company’s newest station, 
WLW- A, Atlanta. These offices are 
located in New York, Chicago, At- 
lanta, Hollywood and San Francis- | 
co, 


‘Eastern World’ Names Rep 


monthly magazine published in) 
London, has appointed Industrial 
Publications, Cincinnati, to repre- 
sent it in the U.S. 


The smashing impact of The IRON AGE 
into metalworking is unrivalled. 


Scie he 


The IRON AGE puts more magazines— 
35,500—each week into the reaching 
hands of metalworking management 
than any other standard-size industrial 
publication. 


Readers pay more for The IRON AGE 
than for any other metalworking paper. 


The IRON AGE covers more major plants 
each week — 18,089 — than any other 
standard-size metalworking publication. 


The IRON AGE’s paid circulation total is 
at an all-time high — 50% more sub- 
scribers than the next metalworking 
weekly . . . and 8 out of 10 renew. 


The IRON AGE persistently wins more 
readership studies, regardless of who 
makes them... consistently carries more 
advertising. 


The IRON AGE — and get this — by an 
advertiser-conscious policy that capital- 
izes on the strongest assets of both ABC 
and CCA, cuts the fat to the bone, de- 
livers 97% of metalworking’s buying 
power coverage to your front door. 


The IRON AGE cuts a wide ribbon clear 
across metalworking, covering all the 
buying functions — administration, pro- 
duction, engineering and purchasing. 


It does this for $11.50 per page per con- 
centrated thousand of your best pros- 
pects. Try and match that for downright 
economy while you're at it. 


PHOTO COURTESY YOUNG @ RUBICAM 


NBC Going Back 
to Separation of 
AM, TV Divisions 


New York, July 14—The Na- 
tional Broadcasting Co., out to be 


‘first in both, has again called for 
/}a return to a radio vs. television 


Eastern World, an international | P°lCY: 


NBC started the industry trend 
toward separate radio and televi- 
sion operations in 1949 and then 
reversed it with a reintegration 
|policy in mid-1952. The cycle will 
| be completed toward the end of 
\this month when the radio net- 
| work will again be separated from 
‘the television network. 
| Brig. Gen. David Sarnoff, board 
chairman of NBC and its parent 
‘company, Radio Corp. of America, 
told AA that NBC will return to 
/a separate radio and TV network 
/operation of the sort it had before 
‘the re-integration. 


e There will be an “exbcutive 
head program manager, _ sales 
manager and promotion director” 
for AM and TV, with each divi- 
sion “operating separately” as a 
part of the same company. 

| Gen. Sarnoff said the “practical 
realities” of the situation indicate 
that radio and television are com- 
petitive media, requiring separate 
crews to concentrate on them. The 
breakdown on personnel, etc., for 
the divided NBC operation is ex- 
pected to be announced by the end 
of the year. 

The script as now written calls 
for Frank White to continue as 
president of the over-all company, 
but his direct responsibility will 
be for the radio network. Jack 
Herbert, network operations v.p., 
will be in charge of the television 
network. 


Corwin Joins Manson-Gold 


Gerald S. Corwin, formerly an 
executive consultant on sales and 
personnel problems for Great West 
Co., operator of KVWO, Cheyenne, 
Wyo., has been named creative di- 
rector and account supervisor for 
Manson-Gold-Miller, Minneapolis 
agency. 


Bell Names Goold & Tierney 

Bell Portable Sewing Machine 
Corp., Newark, has appointed 
Goold & Tierney, New York, to 
handle its advertising. National 
magazines and business periodicals 
will be used as well as local tele- 
vision and newspapers. 


In Akron 


“995: | 


OF THEHOMES : 


There’s,no ofher me- 
dium or combination 
| of media that offers 
so much for so little. 
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Pottery Maker Names Agency Appoints Kerker-Peterson 


Onondaga Pottery, Syracuse Minnesota Rubber & Gasket Co., 

china manufacturer, has appointed St. Paul Park, Minn., has ap- 

H. B. Humphrey, Alley & Richards, 

ie New York, to handle advertising 

we for its household line of china. 

Barlow Advertising, Syracuse, is 
the former agency of record. 


ates, Minneapolis, to handle 
advertising, public relations, me- 
dia research and literature prepa- 
| ration. 


Kudner Appoints Johnson Rodgers to Sharp Advertising 
' Rudy Johnson has been named Howard E. Rodgers, 


pointed Kerker-Peterson & Associ-_ 
its | 


‘Leonard T. Bush 


of Compton Dies 


New York, July 14—Leonard T. 
Bush, 62, v.p. and secretary of 


Compton Advertising, died Sun-| 


day at his home in Rushland, Pa. 
Born in England, he was brought 


-CORWIN H. GIDDINGS 
| CLEVELAND, July 14—Corwin H. 
Giddings, 69, former head of the 
Cleveland office of Country Gen- 
tleman, died last week after sev- 
eral months’ illness. 

Mr. Giddings was graduated 
from Knox College and then 


eae 


Advertising Age, July 20, 1953 


'W. E. Kennedy of 
McGraw-Hill Dies 


| New York, July 14—William E. 
Kennedy, 65, assistant publisher 
of American Machinist and Prod- 
uct Engineering, McGraw-Hill pub- 


MR Bo 


to the United States as a boy and 


formerly became a naturalized citizen in 


business manager of the art de- manager of the Evanston Golf 1918. He was graduated from the 


partment of Kudner agency, New Club, Evanston, IIl., has been ap- 
York. Mr. Johnson will be respon- pointed to head a new food mar- 
sible for traffic, billing and super- keting division of Ralph Sharp Ad- 
vision of studio personnel. | vertising Inc., Detroit. 


America's 


_ FOREMOST. 


TOY TRADE 


Magatine 


Only ABC Toy Paper 
Oldest in Field 
Leads in Lineage 
Write for New Market 

: Data Folder 


| McCREADY PUBLISHING 
71 W. 231d WN, YY. 19 


|adelphia Bulletin. 
| 


| Mr. Bush had been associated 


Pierce Business School in Phila- 
delphia, and while a_ student 
_ worked as a copy boy on the Phil-| 


with the Compton agency and its, 
predecessor companies since 1919, 
and had served as head of its me- 
dia department since 1937. He was 
also a director of the company of 
the same name incorporated in 


Ohio. 
Mr. Bush was a director of 
Broadcast Measurement 


and a former chairman of the com- 
mittee on radio broadcasting of 
American Assn. of Advertising 
Agencies. 


headed the school of advertising lications, died yesterday in his of- 
at the A.E.F. University in France | fice of a heart attack. He had been 
during World War I. He later associated with McGraw-Hill Pub- 
joined Country Gentleman and lishing Co. for 30 years. 

headed its Cleveland office until) Born in Brooklyn, Mr. Kennedy 
his retirement four years ago. In-| was graduated from Cornell Uni- 
stead of retiring, however, Mr.| versity in 1912. He joined the ad- 


‘Giddings moved to Minneapolis vertising department of Interna- 


to direct public relations for Sports tional Nickel Co., and served as ad- 
Afield until the onset of his illness. vertising manager of the company 
for several years before joining 


JOHN W. LYNCH 

| Wuire Prains, N. Y., July 14— 
|John W. Lynch, 60, advertising 
|sales representative of Reporter 
| Dispatch, local daily newspaper, 
|died yesterday in St. Agnes Hospi- 


|the Dispatch since it was founded 


,in 1939, and before that had) 


worked on several newspapers in 
|New York. 


McGraw-Hill in 1923. 

In 1926, he was made advertising 
sales manager of American Machin- 
| ist. He was largely responsible for 
| the founding of Product Engineer- 
ing in 1930, and served that maga- 


Bureau tal. He had been associated with Zime successively as advertising 


sales manager and assistant pub- 
lisher, in addition to his services 
for American Machinist in the 
same capacity. He was named as- 


sistant publisher of both publica- 


Sell the Doctor 
when his mind 


is on medicine 


“Doctor, can I interest you in 
our new ophthalmic ointment ?”’ 


is the concentrated attention the Doctor gives to 


MODERN MEDICINE . . . the only publication that brings all 


U.S. Doctors a concise, complete, and readable review of all 


the latest medical developments — 24 times a year. 


Immersed in this editorial atmosphere, the Doctor 


fully appreciates the importance of your product story. | 


Sell the Doctor when his mind is on medicine. 


MODERN f} MEDICINE 


THE JOURNAL OF DIAGNOSIS AND TREATMENT 


“Time is out of joint,” wrote Mr. Shakespeare. And 


never more than in Mr. Arno’s scene above. In sharp contrast 


Minneapolis - 
Los Angeles - 


tions in 1945. 


FREDERICK W. APGAR 

New York, July 14—Frederick 
W. Apgar, 70, a copywriter for 
many years with Buchanan & Co., 
died Sunday in his home at Jamai- 
oa, bi 4. 


He was graduated as an engineer 
from Columbia University and 
joined American Mining Co. A 
few years later, Mr. Apgar be- 
came an industrial copywriter with 
McGraw-Hill Publishing Co. In 
1921, he joined Hans Metzger Ad- 
vertising Agency, predecessor of 
Buchanan & Co., and was an ac- 
tive staff member until his death 
last week. 


PAUL MEYER 


NEw York, July 14—Paul Mey- 
er, 78, former publisher of Theater 
Magazine, and former president of 
the Green Room Club of New 
York, died last night at his home. 
For 15 years before he retired last 
January, he had been public rela- 
‘tions director of the publishing 
, house of Davis, Delaney. 

Born in France, Mr. Meyer came 
‘to this country as a young man 
and, in 1893, with his brother, the 
‘late Louis Meyer, opened the first 
'French book store in New York. In 
| 1900, the brothers started publica- 
| tion of Theater Magazine, which 
/suspended publication in 1930. 
| He had been a director of the 
‘New York Advertising Club, and 
| president and director of Associ- 
-ated Printing Salesmen, an affili- 
| ate of New York Employing Print- 
'ers Assn. He was also a former 
_v.p. of World Broadcasting Sys- 
tem. 


MUNSON G. SHAW JR. 


New York, July 15—Munson G. 
Shaw Jr., 47, executive v.p. of 
Munson G. Shaw Co., importer of 
' wines and spirits, died yesterday 
/at his home of a heart attack. He 
represented the third generation of 
his family engaged in the business 
established by his grandfather. 

Mr. Shaw was graduated from 
Harvard in 1927, and served in the 
Navy during World War II. He was 
a director of New York Importers 
& Distillers Assn. 


JOSEPH K. SKILLINGS 

| GLoucEsTER, Mass., July 14— 
Joseph K. Skillings, 68, who re- 
tired in 1950 as manager of the 
sales promotion division of Texas 
Co., New York, died here July 8. 

| Mr. Skillings, who joined the 


/company in 1919 as an industrial 
salesman, rose to be supervisor, 
| superintendent of sales and man- 
ager of the Boston division. Later, 
he became divisional head in Chi- 
/cago. He was named manager of 
the sales promotion division in 
1937. 
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WILLIAM S. SANFORD | 


FRESNO, CAL., July 14—William 
S. Sanford, 39, general manager of | 
the Fresno Bee’s KMJ and KMJ-. 
TV, died of a heart attack July 5 
at Sequoia Lake YMCA Camp 
where he had gone to visit his son, | 
Scott, 9. 

A native of Great Falls, Mont., 
Mr. Sanford began his radio career 
in 1935 as a free lance actor on 
programs originating in Los Ange- 
les. A year later he became chief 
announcer for KPMC in Bakers- 
field, and in 1937 moved to Santa 
Barbara as program director of 
KYMS. 

He joined the McClatchy Broad- 
casting Co. in 1940, and except for 
four years during World War II 
continued with the company until 
his death. During the war he was 
chief of the Far East radio divi- 
sion of the State Department. He 
became news editor of KMJ in 
1947 and was named general man- 
ager in 1951. 


‘Advertiser’ Adds Department 


The Honolulu Advertiser has 
established a merchandising de- 
partment. The department will 
welcome inquiries from mainland 
manufacturers and agencies con- 


cerning distribution of products in| ° 


Hawaii, according to Frank C. Ad- 
dleman, advertising director. Ted 
Wiget, formerly operating his own 
agency at Palo Alto, Cal., has been 
named merchandising manager. 


FCC Okays Winston-Salem TV 


The Federal Communications 
Commission has given official ap- 
proval to Triangle Broadcasting 
Corp., Winston-Salem, N.C., to 
operate a _ television station on 
Channel 12. The new station, to be 
designated WSJS-TV, will be 
operated in conjunction with 
WSJS FM and AM, and will begin 
operation in the fall. 


Wallis Names Edwards Agency | 


Wallis & Son has named Ed- 
wards Agency, Los Angeles, to 
handle regional advertising of its 
Bernina Zig-Zag sewing machine. 
Small newspaper ads are being 
used, as well as announcements 
over KFI, Los Angeles. Dealers 


Bers Joins Warwick & Legler 


Harold T. Bers, formerly v.p. of 
William Esty Co., New York, has 
joined Warwick & Legler, New 
York and Los Angeles, as copy 
chief. Mr. Bers will work with 
Barrett Brady, v.p. in charge of 
copy in New York. 


David Davis, formerly associated | 
with R. H. Macy & Co., New York, 


|turned to the company as general | 


merchandising manager. He suc- 
ceeds Alfred E. Siegel, who has 
been named sales manager of Roy- 


‘al’s professional-contract division. : 


Most recently, Mr. Tedor was ad- 
vertising manager for the Com- 


|mercial Trades Institute, Chicago. 


Union Hardware Names Davis | Herwood Names Copy Chief 


Norman Herwood, formerly with 
Martin Advertising, New York, 


j ising | inted copy chief of 
has been appointed merchandising has been appoin by 
manager of Union Hardware Co.,| Cabell Eanes Inc., Richmond, Va. 


Torrington, Conn., manufacturer of | 


roller skates. 


Tedor Rejoins Royal Metal _ 


| 


Standard Oil Boosts Smith 


Amos K. Smith, manager of 
consumer sales of Standard Oil 


Stephen Tedor, advertising man- Co. (Indiana), Chicago, has been 
ager of Royal Metal Mfg. Co., Chi- promoted to administrative assist- 
cago, from 1938 to 1941, has re- ant to the v.p. in charge of sales. | 


| Automatic silk-screen eQuipment for speed 


and economy. Specialists in short run, 
large surface printing for outdoor ond in- 
door advertising. 

- 4-COLOR SCREENOLITH | _ 
= PROCESS : 


SOLID COLOR PRINTING | 


t-f ' ] 
cf highest quality, lowest cost silk-screen printing 
available makes K-N the largest printers of local 

- and sectional 24-sheet posters in 

the United States. 


1570 S. FIRST ST., MILWAUKEE, WIS. 
OFFICES IN: New York * Boston 
Pittsburgh ¢ Detroit * Chicago 
St. Lowis * Dallas * San Francisco 

Seattle * Portland 


will receive mats. 


Set Date for K.C.TV Outlets 


KMBC-TV and WHB-TV, Kan-. 
sas City, have named Aug. 1 as 
their target date in the race to be 
the nation’s first share-time tele- 
vision operation. The two stations, | 
which will operate on Channel 9 
but have two separate studios, will | 
be CBS-TV affiliates. 


The Fabulous Southwest 


"NATION'S LARGEST TRADE TERPITORY 


EL PASO 


Metropolitan Area 
AE! Paso County) 
Population 224,000 
Families 53,800 
Circulation 59,711 
Coverage Ratio Over 100% 


CITY ZONE & RTZ 


24 counties of West Texas 
and New Mexico 
Population 555,200 
Families 142,900 
Circulation 84,896 
Coverage Ratio 59.2% 


The Zl Paso Times 


An Independent Newspaper 
Morning and Sunday 


Paso Herald-Post 
A Scripps-Howard Newspoper 
Evening 


TWO Separate Newspapers 
30* Line BUYS BOTH! © 


arrived in 


Mediterranean. 


6 Soa es 


© FIFTH AVE., NEW YORK 


Late in May, the new Italian liner Roma 
Mow York on her maiden voyage, 
first modern vessel to make a major effort 
to attract American tourist traffic into the 
The New York Times 
reported; “The ingenuity with which the 
Italian shipbuilders have completely rebuilt 
and redesigned the interior and exterior of 
the ship gives no indication that she started 
life as an American-built escort carrier, 
one of the baby flat-tops of World War II.” 


In every phase of American life, Italian 
creativeness makes its daily contribution... 
to our motor cars, our clothes and menus, 
to our motion pictures, our interior decora- 
tion and our industrial design. If it’s smart, 
if it's new ... chances are it’s Italian. 


L “> * : 
get ng 
i! ie 


To more than two million Americans of 
Italian origin who live in the New York area, 
WOV is the link between the old world and 
the new. And it is upon this prosperous 
audience, the largest single segment in the 
world’s largest market, that the Italian 
Influence makes its most penetrating impact. 


WOV will show you the way to turn this Influ- 
ence to the profit of the product you advertise. 
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advertisers recognize the best way to sell lagh 


If you have anything 
to say or sell to the 
nation’s high-income people 
of importance, whether for 


Amoius 


business or personal use, “t 
call or write our advertising ¥ | 
office at 30 Rockefeller % | 


Plaza, New York 20, N.Y. 
Advertising offices also 

ia Boston, Philadelphia, 
Cleveland, Detroit, Chicago, 
St. Louis, San Francisco, 
and Washington. 
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THIS IS MORE THAN 
HALF (55.6%) OF THE 
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ENTIRE FIELD 


ha Ti Re oH daa a eal a 


eve 


HERE’S THE FIRST SIX MONTHS’ SCORE: 


Reported by Publishers 


I nfo rmation Bureau: 


ADVERTISING PAGES 


1st 6 MONTHS 


1953 


IN THE NEWS AND MANAGEMENT FIELD 
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PAGE GAIN 
(OR LOSS) 


U.S. NEWS & WORLD REPORT 


1.111 


1.275 


FORTUNE 


778 


880 


BUSINESS WEEK 


2.823 


2.871 


NATION'S BUSINESS 


205 


238 


TIME 


1,859 


1,881 


NEWSWEEK 


1,593 


1,519 


(lass News Magazine 


THAN 600,000 NET PAID CIRCULATI 9N-A MARKET NOT DUPLICATED 
OTHER NEWS OR MANAGEMENT MAGAZINE 
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Lower Plunging Necklines, Better Planned 
Promotions Are News at Fall Corset Show 


Cuicaco, July 15—‘Plunge” is;to small department stores and 
the by-word in the fashion world corset shops throughout the Mid- 
for this fall. That at least is the | west (plus a few interlopers) had 
judgment of several interested come to sip coffee, munch rolls 
amateurs lucky enough to get a and goggle as 21 gorgeously half- 
preview during the corset indus- clad models paraded the latest in 
try’s week-long fall showing for cold-weather underpinnings. 
retail buyers here. 

The preview was granted at a # Hip harness got a lot of atten- 
breakfast showing and style pa- (tion, especially in the over-40 age 
rade put on by the Chicago Corset and size brackets, but the ever- 
Group, a combine of 21 national falling neckline was quite obvious- 
bra and girdle manufacturers. | ly the center of attraction. Such 
Some 400-500 buyers from medium firms as Treo Co., Revelation, 
|Munsingwear, Maiden Form, Lov- 
‘able, Hollywood Maxwell, H. W. 
'Gossard, Flexees Inc., Exquisite 
/ Form and Benjamin & Johnes all 

'featured various forms of deep- 
VIEWERS 


slashed bosom guards. 
The only question for comparison 
MICHAEL CHAPMAN Mfg. Rep. 
BOX 413, WAUKESHA, WIS. 


|shoppers was how the different 
firms went about getting more 
i“plunge” while still maintaining 


FIGURAMA AND VICTORIAN—Take your choice. At left is the Figurama, title given 

a black nylon job shown by Flexees Inc., New York, at the Chicago Corset Group's 

fall style showing. In the other picture above are gloves, gauze, plumes and flounces 

lending a Gay ‘90s air to two low-plunge displays, one by A. Stein (left) and the 
other by I. Newman & Sons. 
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* SALES MANAGEMENT 1952 
SURVEY OF BUYING POWER 


Canton, Ohio, is a profitable market to sell drug 


cts. Canton families, in fact, spend 22% more 


on drugs than the national average.t You can 


up this busy, buying market for your product 


with Canton’s only daily newspaper—The Canton 


PS — Repository: 100% city zone coverage; 98.8% home 


delivered. And because your drug advertising 


‘ dollar reaches people who buy 22% more, it does. 


22% more work, costs 22% less when it’s work- 


The Canton Repository. Do the most for your 


product—advertise it in The Canton Repository. 


A Brush-Moore newspaper represented nationally by Story, Brooks & Finley 


Advertising Age, July 20, 1953 


“uplift” and “separation.” 

A majority of the makers still 
relied on wires and bones for hold- 
ing their contraptions in place, but 
there was an evident trend in other 
directions. H. W. Gossard Co., for 
example, presented the model for 
its new “deep plunge” bra in com- 
pany with a pale blue poodle. 
“Fido will find no bones in this 
bra,” said Gossard. 

Benjamin & Johnes likewise kept 
out of the hard materials field by 
producing a strap which can be 
worn on the shoulder, off the 
shoulder or at the tip of the 
shoulder, depending on the cut of 
the gown. 


@ Wire, bone or latex, however, 
the emphasis was clearly on chesti- 
ness. Around the thighs, only a 
mild “contouring” seemed to be in 
order, with comfort the main cri- 
terion. 

Typical was the light-weight 
pantie girdle modeled by “Miss 
Pint Size” for Strouse Adler. A 
husky 36, she easily—and pointed- 
ly—stuffed a duplicate girdle into 
a pint carton. The only real “con- 
trol” was exercised over the over- 
weight or those with posture prob- 
lems. 

In general, the more experienced 
buyers were predicting that hips 
would still be hippy this fall, but 
that bosoms would be bigger, high- 
er and better displayed than ever. 


s All was not ogling for the as- 
sembled buyers, however. Later, 
they would adjourn to the Chicago 
Corset Group members’ display 
rooms and invest heavily. But first, 
Mrs. Kay Ratto, merchandising 
counselor and emcee of the break- 
fast showing, delivered a lecture 
on the need for better retail mer- 
chandising in the corset industry. 

Mrs. Ratto remarked on a great 
consumer interest in “functions, 
wearing usefulness, fabric com- 


/ponents and figure types’? among 
the various foundation brands and 
| products. At the same time, she 
noted that the manufacturers’ dis- 
play material and product litera- 
ture which contains that informa- 
| tion is too often neglected or used 
‘haphazardly by the stores. 

Her solution was a system of 
planned promotions in which the 
retailer used display material from 
‘all manufacturers by rotating it 
,on a calendar schedule. Basically, 
it consisted of collating all the sep- 
arate planned promotions of the 
various corset companies and lay- 
ing them out on monthly promo- 
tion schedule cards, one of which 
she produced for the buyers. 


a Mrs. Ratto also quoted figures to 
the effect that “15% of the total 
5% ad expenditure of the average 
corset manufacturer is allotted to 
display material,’ and, from her 
|own survey of the material, she 
reported it “planned with meaning 
|}and reason.” 

“It is sent free only in the sense 
that it is a real part of the service 
and responsibility any good manu- 
facturer accepts for his accounts 
today...Adopt it and adapt it 
for the best use in your depart- 
ment,” she urged the buyers. 


Howard Adds Progress Photo 


Lloyd S. Howard Associates, 
‘New York, celebrated its first an- 
niversary last week with the addi- 
tion of its 24th account—Progress 
/Photo Engraving Co. of Jersey 
City, N. J. The agency opened with 
/11 accounts just one year ago and 
|has added 13 new accounts in the 
| interim. 


McGuinn Opens N. Y. PR Office 


James J. McGuinn, formerly 
head of a Chicago public relations 
| company under his own name, has 
opened a publicity consulting of- 
fice at 55 W. 42nd St., New York. 


Lindsay Joins Duane Jones 


Merrill K. Lindsay Jr., formerly 
in the agency field in New Haven, 
has joined the contact staff of Du- 
‘ane Jones Co., New York. 
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Stein Details Fall 
Drive for Paris, 
Perma-lift Lines 


Cuicaco, July 16—Current inter- 
est in display merchandising on 
the part of bra and girdle retailers 
(see story on opposite page) finds 
A. Stein & Co., corset manufac- 
turer, in a good position. 

The corset manufacturer and 
member of the Chicago Corset 
Group was able to hit this week’s 


retail buyers’ meeting with two’) 


impressive portfolios detailing 
Stein’s advertising plans for the 
fall season—one for the Perma- 
lift girdle and bra line, and one 
for the Paris line of men’s belts. 
Both portfolios reproduce for 
the buyers not only all national ads 
planned by Stein, but also all 
point of purchase and counter dis- 
play material. A new Paris belt 
gimmick, for example, is a display 
box designed for mounting on top 
of a revolving pants display rack. 


@ The Perma-lift campaign, says 
Stein, will include both August 
and October promotions, the for- 
mer a back-to-school drive. The 
kick-off b&w page will be run in 
August issues of Glamour, Madem- 
oiselle and Seventeen, and the 
September issue of Photoplay. 
Three later insertions will go in 
the same magazines, plus Coronet, 
McCall’s, Redbook and Vogue. 


The ads will be educational, giv- | 


ing details on “How to be fitted 
comfortably in your (bra or gir- 
dle).” 


s The Paris line publicity is main- 
ly directed toward the introduc- 
tion of a new Crystal Top belt 


package. Two full-color pages fea-| 
turing the package will run na-. 


tionally, starting with September 
issues of Argosy and True, and 
moving on to Esquire, Holiday, 
Newsweek and The New Yorker. 

In addition, Paris garters will 
get half-page b&w space in Nov- 
ember issues of Esquire and Holi- 
day. 

Filmore Co., Chicago, handles 
advertising for both Stein lines. 


‘Courier’ Adds Sunday Edition 


The Courier, new Ironton, O., 
daily, has added a Sunday edition. 
The newspaper, published by Iron- 
ton Publishing Co., is in the area of 
the atomic plant being built in 
Pike county, not far from Ports- 
mouth. Head of the company is 
W. E. Crutcher, of Morehead, Ky., 
owner of three Kentucky weeklies. 


Buys Third of Golden Citrus 


Minute Maid Corp., New York, 
has acquired a one-third interest 


in Golden Citrus Juices Inc., Ful-| 


lerton, Cal. The company, seeking 


2 Join Liggett Advertising 


| Marvin E. Hackstedde, formerly 
ia sales engineer of Ohio Crank- 
‘shaft Co., Cleveland, has joined 
|Carr Liggett Advertising, Cleve- 
jland. Robert Hum, previously ad-. 
|vertising and credit manager of | 
|Park Supply Co., Younstown, O.,. 
|has joined the agency as a copy-. 
| writer. 


‘Peters to Seller Advertising 


| Lyle K. Peters, formerly Port- 
‘land, Ore., branch manager of Mc- 
|Grath & Associates, has been ap- 
{pointed account executive and) 
publicity director of H. Richard 
Seller Advertising Agency, Port- 
land. 


Appoints Proebsting, Taylor | 


Central Indiana Gas Co., Muncie, 
Ind., has appointed Proebsting, 
/Taylor Inc., Chicago, to handle 
'its advertising. Newspapers in the 
|central Indiana area will be the, 
primary medium. 


COSTS LESS PER CONTACT 
WITH MORE PACKAGERS 


The 15,000 every-month readers of PACK- 
AGING PARADE make 70% of the 
$7,500,000,000 annual purchases of Packages 
—Packaging Materials, Packaging Machinery, 
Supplies, Services. 
ONLY 1 MAGAZINE GIVES YOU THESE PLUS-FACTORS! 
97% U.S. Circulation ... ALL-Buyers .... 


ALL-Packagers ... Up to 67% more space 
per ad dollar... 


HAYWOOD PUBLISHING CO. 


22 E. Huron St., Chicago 11 
101 Park Ave., New York 17 
West Coast . . . McDonald-Thompson 


| 


| 


| 
} 
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| 
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to diversify its citrus fruits sources, | 


bought stock from Eadington Fruit 
Co. and American Fruit Growers 
Inc., co-owners of Golden Citrus. 
Each company retains one-third 
interest in Golden. 


Yale & Towne Names 2 Execs 


Newcombe C. Baker has been 
named advertising manager, and 
Carleton P. Adams has been ap- 
pointed to a sales promotion and 
publicity post in the Yale materi- 
als handling division of Yale & 
Towne Mfg. Co., Stamford, Conn., 
and New York. 


‘Tdabetsmiths 
STEIGERWALD 


GOLD AND SILVER 
EMBOSSED SEALS 


Square or die cut, distinctive 
shapes, single or multi-colored. 


CONTINUOUS ROLL LABELS 


Ungummed, Gummed, Pressure sensi 
tive ang Heat seal stock 


| 
LA 
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Are your sales keeping pace with the 
spectacular growth of The Denver Post's Market? 


In Denver, people multiply faster than rabbits. In fact, Peter Rabbit 
who used to cavort in this vicinity is now hard to find. Rusty, his mechanical cousin, 


has taken over. 


During the racing season at Denver’s Mile High Kennel Club, nearly 600,000 
people pay to see Rusty run. These people have money—loose money. 
Last season they bet $14,765,469.00 on the outcome of the races. And Rusty 


won every race. 


yesterday 


You, too, can pick just as sure a winner in this rich and spectacularly 
growing Denver market. And it’s no gamble. When you pick The Denver Post 
you know in advance it is the only medium, national or local, that reaches 
9 out of 10 of your prospects in metropolitan Denver. 


CIRCULATION 


I scosirnnisdsedtiaiiniiahiiind 350,243 
Empire Magazine and Comics..........380,106 


A. B. C. Publisher’s Stateme1t 
September 30, 1952 


Represented Noti ily by Moloney, Regen & Schmitt, Inc. 
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Casco Promotes Two 


Wallace R. Powell, sales mana- 
ger of automobile sales and assist- 
ant secretary, and Harry B. Davis, 
sales manager of the home appli- 
ance section, have been named as- 
sistant v.p.s of Casco Products 
Corp., Bridgeport, Conn. 


PATERSON 


NEW JERSEY 
3rd City in New Jersey Covered With 


THE PATERSON CALL 


In 1952 the Paterson Call carried 
32% MORE 


Department Store advertising than 
the other Paterson paper. 


REQUEST MORE FACTS—ADVERTISE IN THE CALL 
Nationally Represented by 
WARD-GRIFFITH CO. 


The Word-Griffith Co. maintains offices 


in all principol advertising centers 


Bakelite to Push New 
Krene Trademark for 
Its Plastic Sheeting 


New York, July 9—Bakelite Co., 
a division of Union Carbide & Car- 
bon Corp., is changing its trade- 
mark Vinylite to the trademark 
Krene on certain products. 

An advertising program to clari- 
fy the points and products in- 
volved is being readied by J. M. 
Mathes Inc. for September issues 
of national magazines and business 
papers. The schedule and media is 
in process of being worked out, AA 


| was told. 


The trademark Krene will here- 
after be used to identify all cal- 
endered plasticized film and sheet- 
ing manufactured by Bakelite. 
This is the material widely used in 
raincoats, closet accessories, show- 
er curtains, upholstery, wallets, 
sporting goods, and numerous oth- 


jer products. 


Bakelite produces Krene film 


and sheeting but not finished prod- 


ucts made by them. The trademark | 


Krene, the company says, will be 
/used by numerous fabricators in 
|conjunction with consumer prod- 
ucts made of Krene for the purpose 
_of point of sale identification. 

| A complete program is being 
prepared to assist fabricators. The 


Emerson Promoted to V. P. 
Thomas Emerson has been ap- 
pointed v.p. and general manager 
of Eversharp Inc., New York man- 
ufacturer of writing instruments, 
razors and razor blades. Mr. Em- 
erson was v.p. in charge of sales 


from 1936 to 1948, when he re-| 


signed. He rejoined the company 
in 1952. 


consumer will be able to identify | 


products made of Krene by distinc- 


trademark. 


| Continental Names Buckley 


C. H. Buckley, president and 
treasurer for 15 years of Pepsi- 
Cola Bottling Co. in Hartford and 
New Haven, until disposing of his 
interests a short while back, has 
|been named sales manager for 


| beer and carbonated beverage con- 


| tainers for Continental Can Co., 
|New York. 


Western Envelope to Wyman 
| Western Envelope Corp., San 
Francisco, has appointed Wyman 
Advertising Co. to handle a new 
direct mail promotion. 


tive tags and labels displaying the | 


Gardner Joins Jam Handy 

| Del C. Gardner, formerly dean 
'of men at Electronics Institute of 
Detroit, has joined the Jam Handy 
| Organization, Detroit, as a member 
'of the technical writing staff. Mr. 
Gardner originally joined Handy 
‘in 1942, leaving three years later. 
Gehring Joins Erwin, Wasey 


Donald E. Gehring, formerly 
sales and advertising manager of 
the dog food division of Nutrena 
‘Mills, has joined the staff of Er- 
| win, Wasey & Co., Los Angeles. 
| 
| 
Florida Paper Names Moran 
| The Daily News, Palatka, Fla., 
has named Moran & Hedekin, New 
‘York, to represent it nationally. 


MIAMI, FLORIDA : ; . ° . 
SEATTLE, WASHINGTON 


BUY 


MINNEAPOLIS, MINNESOTA ; . : ; 
CINCINNATI, OHIO _.. : . ° ; . 
PEORIA, ILLINOIS . ° ° ; ° ; 
OKLAHOMA CITY, OKLAHOMA . . . . 
HEMPSTEAD TOWNSHIP, NEW YORK : . 


SAN DIEGANS 


APPLIANCES 
THAN 


. $50,604,000 
° $45,682,000 
° $49,692,000 
° $45,158,000 
‘ $14,628,000 
; $25,377,000 
° $50,474,000 


SAN DIEGO, California 6 «© © $50,661 ,000 


Data Copyrighted 1953 Sales Manogement, Survey of Buying Power, further reproduction not licensed. 


THE MOST <r 


IMPORTANT CORNER 


‘ 7 IN THE U.S.A. 


ATS 
SAN DIEGO 
CALIFORNIA 


San Biego Union 


Only with these two great news- 
papers — can your advertised 
product get saturation, “requested” 
coverage of the Bigger San Diego 
Market 


REPRESENTED NATIONALLY BY THE 
WEST-HOLLIDAY CO., INC. 
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FRONT & REAR—James E. Pepper bourbon 
these days carries two labels. In front is 
the old one, while the back of the bottle 
carries a Revolutionary War figure ren- 
dered in alternate black and gold stripes. 
As soon as the new label establishes con- 
sumer recognition, the old one will be 
discontinued and the new one promoted 
to the front. Paul Rand, art director for 
William H. Weintraub & Co., designed it. 


Goodyear Aircraft 
Continuing Flight 


Anniversary Series 


AKRON, July 14—Goodyear Air- 
craft Corp. will continue its air- 
craft anniversary ad series through 
this year, H. Webster Crum, sales 
manager, said today. 
| Product and institutional in- 
|sertions are running monthly in 
| Aviation Week. Six will appear in 
| Business Week, Scientific Ameri- 
can and U. S. News & World Re- 
|port. In addition, personnel re- 
cruiting ads are scheduled for 

Electronics and 14 major engineer- 
‘ing college publications. 

Theme of product and institu- 
tional ads is the 50th anniversary 
of powered flight observed this 
year and the Goodyear Tire & 
Rubber Co. subsidiary’s place in 
the aircraft industry. 
| Kudner Agency, New York han- 
'dles the account. 


New Ink Company Formed 


Coronet Products Corp., 114 N. 
Franklin St., Philadelphia, has 
|been organized for the manufac- 
ture of printing and lithographic 
|inks. Officers of the new company 
_are James J. Campbell, previously 
!manager of the Philadelphia 
|branch of Sigmund Ullman Co., 
| president; Andrew Gunthner, for- 
merly salesman for Sigmund Ull- 
| man Co., v.p.; and John C. Brower 
Jr, previously ink technician for 
Sigmund Ullman Co., secretary- 
| treasurer. 


Rochester Sales Execs Elect 


Walter G. McKie, general man- 
ager of Rochester Gas & Electric 
Corp., has been elected president 
of the Sales Executives Club of 
Rochester, N. Y. 


You Never Go Wrong When 
You Test Your Product in 


| THE PEORIA 
| JOURNAL STAR 


Every survey made by Sales Management has 
shown Peoria to be the overwhelming choice 


| of leading advertising authorities for test cam- 
given for their 


many reas 


paigns asons 
following: 


mong 
preference were the 
1. An itsolated and 
prosperous market, 
2. Balanced yearround 
income from in- 
and = agri- 


3. Not overshadowed 
by other metro- 
politan cities. 

4. Concentrated and 
thorough coverage 
at low rate. 

5. Complete me 
chandising service 


WRITE FOR YOUR 
COPY OF PEORIAREA 
MARKET FOLDER 


ORVILLE C. SUMMERS 
Manager of General 


Advertising 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in all principal advertising centers 
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Agency Staffers Should Try Out Own Copy 


Locally to Test National Ads, Morse Says 


NEw York, July 14—Too many 
national advertisers forget that 
all buying is strictly local. 

In planning national advertis- 
ing, a lot of it would be more ef- 
fective if admen regarded it as. 
local advertising in multiple im-) 
pressions. 

When it comes to producing copy 
ideas, not a single soul in the agen- | 
cy should be left out. Copy ideas | 
come out of life experience. No. 
single group has a monopoly on. 


ideas. Everybody in an agency, 


should have copy assignments. Get vertisers to get new customers and has been promoied to v.p. 


everybody to write his and her. 
impressions, and then use the. 
creative specialist, the copywriter, | 
to put all of the ideas together in 
their most understandable and ap- 
pealing form. 

These were some of the ideas 
presented by Edward S. Morse, 
marketing and promotion consult- 
ant, at a discussion of the local 
side of national advertising held | 
last week for staff members and) 
guests by Anderson & Cairns. 


e “At the risk of bringing down 
around my head a hornet’s nest of 
all schools of copy testing,” Mr. 
Morse said, “I would like to pro- 
pose giving more attention to the 
form letter technique. 

“This calls for every advertise- 
ment first to be written to an in- 
dividual known personally to the 
writer. The copy presents the prod- 
uct in terms of that individual’s 
known special needs and interests. 
In its first stage it would be the 
‘Dear George’ or ‘Dear Sally’ ap- 
proach. 

“Once you have achieved what 
you felt was the most effective 
selling appeal for this particular 
individual, you would then go 
about de-personalizing it to the 
extent of making it applicable to 
multiple impressions through a 
national medium, to a country full 
of Georges and Sallys. 


= “The second part of this pro- 
posal is the copy testing phase,” 
Mr. Morse said. “This method 
omits going around to people with 
a sheaf of layouts and copy mes-| 
sages and asking their opinions on) 
which version would stir their) 
pocketbook nerves the most. It 
avoids split runs and detours test | 
cities.” 

“It’s really very simple,” Mr.) 
Morse, a former advertising and 
sales promotion manager at Cela-| 
nese Corp., said. “All you do is to! 
run this single advertisement that. 
you yourself have written in the! 
local newspaper in your communi- 
ty, couponed, or keyed to the local 
distributor of the product, so that) 
you can check results. 

“This same operation is repeated 
in every community where a mem- 
ber of the agency account group | 
lives. Each member’s own pres- 
entation of the product is slanted 
at an individual known to him in 
the community, is published in his 
own home town newspaper, and 
keyed to the local distributor in 
the community. 


es “Net result of this plan,’ Mr. | 
Morse said, “is that as soon as the 
returns are counted you have in 
your hand all the ingredients of a 
successful national campaign, with 


ROCKY MOUNT 


NORTH CAROLINA 


One of the nine LARGEST cities 
in North Carolina, offering a field 
rich in Agriculture, Manufacturing, 
Tobacco Culture and Marketing and 
served by its only newspaper, the 
Evening and Sunday Telegram 


SEND FOR OUR STANDARD MARKET DATA BOOK 
Nationally Represented by | 

WARD-GRIFFITH CO. 

The Ward-Griffith Co. maintains offices 


in all principal advertising centers 


proved copy appeal. pre-tested at 
minimum cost. 

“In addition, such a plan prom- 
ises relief to the harassed copy de- 
partment and provides new op- 
portunities for agency-wide parti- 
cipation.” 

“In advertising,” Mr. Morse con- 
cluded, “we are above all dealing 
with ideas and with people. These 
people, local community people, 
our friends and _ neighbors, 
readers of the magazines and 
newspapers used by national ad- 


hold old ones. 


are 


“So let’s not forget that national 
advertising has to be local adver- 
'tising in the best sense. To make 
‘friends we have to feel friendly 
and be friendly, and this has to be 
conveyed in your advertising and 
‘carried over to the product if we 
hope to make readers of our ads 
feel that our products will help 
them.” 


Olympia Brewing Boosts 3 

Adolph D. Schmidt Jr., grand- 
son of the founcer of Olympia 
Brewing Co., Olympia, Wash., has 
been elected president. Mr. Schmidt 
succeeds Peter G. Schmidt, who 
| becomes chairman of the board. 
| Arthur J. Halgren, sales manager, 
in 
charge of sales. 
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J WHEN YOU USE THESE NEWSPAPERS! 
Read by 57% of the Quad-Citians 
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© THE ALLEN-KLAPP CO 


HOUSTONIANS SELECT CHANNEL 2 OVER ALL OTHER STATIONS 


ARE 


- eoverage area. 


HOUSTON 
PREFERS 


Houston televiewers had a clear-cut choice of stations 
during the great Ford 50th Anniversary program, telecast 
on both NBC and CBS, Monday, June 15. Hooper reports 
99.1% of Houston viewers watched the NBC telecast 
on their own Houston station, KPRC-TV. 


LESS THAN 1% WERE WATCHING OTHER 
TV STATIONS, INCLUDING ANOTHER 
STATION TELEVISING THE SAME PROGRAM! 


While the division of audience normally is not so great as 
99 to one, nevertheless all rating services in the market — 
Hooper, Pulse, ARB—have confirmed consistently the 
OVERWHELMING preference of Houston viewers for 
KPRC-TV and its programs! Day and night... hour after 
hour... week after week ...the people’s choice is Channel 
2 in Houston! 


CHANNEL 


Jack Harris, vice president and general manager 
Nationally represented by Edward Petry and Company 
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Doman Promotes Adams 


Claude D. Adams, who joined | 


Doman Helicopters Inc., Danbury, 
Conn., in June, 1952, has been pro- 


moted to assistant to the president 


|New Car Sales Are 


Still High, But Used 


in charge of public relations and Car Sales Lag 


advertising. 


WDRC Boosts Parker 


Charles Parker, in the program 
promotion department of WDRC 
and WDRC-FM, Hartford, has. 
been promoted to an account ex-| 


ecutive. 


SALISBURY 


NORTH CAROLINA 
-NEWSPAPER 


-MARKET 


-COST 


The Salisbury Post 
Nothing Counts but Results 


Nationally Represented by 


WARD-GRIFFITH CO. 


The Ward-Griffith Co. maintains offices 
centers 


in all princrpol advertising 


| Derrorr, July 16—The automo- 


bile sales picture continues with- 
,out a ready answer to the oft- 
asked question, “When will the 
letdown come?” 

Sales are keeping a high level 
against the admittedly growing 
‘resistance, but company after 
|company reports that both produc- 
tion and sales are at record points. 

The fly in the ointment, how- 
ever, and a constant worry to 
dealers, is the failure of the used- 
car market to keep pace with the 
demand for new vehicles. 

This factor is cutting heavily 
into profits of the dealers, who 
have been found guilty of giving 
“over allowances” on used cars in 
their eagerness to dispose of a new 
model. 


i. Hopes of getting all of their 
‘money out of the trade-ins have 


|Chrysler Corp. and Ford Motor | 


long since faded and now the deal- 
ers have stopped kidding them- 
selves and are accepting a lower | 
profit margin. 

Trucks, like used cars, have. 
fallen far off the sales pace of the. 
new automobiles. This, too, has | 
caused some eyebrow raising. 

In short, the sales picture in the | 
industry just doesn’t parallel any | 
previous period. The so-called ex-| 
perts are vexed because they don’t | 
have an answer. 


s July in all likelihood will be the | 
best car-production month of 1953. 
Some 137,600 cars are expected to 
be assembled during the month, | 
and truck makers are expected to 
build 21,900 units, to give the in- | 
dustry an over-all volume of more | 
than 159,500 units. 

The “Big Three” of the car pro-| 
ducers—General Motors Corp., 


for Biow’s client, Pepsi-Cola 
Co.—accounted for 89% of all the 
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HIGHBALL—Tony Moe (left), account executive of KNXT, Los Angeles, beams approval 
as Jack Runyon, v.p., Biow Co., acknowledges the space salute of Capt. Jet (Dal 
McKennon), star of KNXT’s “Space Funnies,”’ 


which starts a 13-week re 
Bottling Co. of Los Angeles. 


i 


cars built in the U.S. during the The independents continue to 


their bigger competitors. 


first half of 1953, and are ex- feel the effects of supplier strikes, | 


pected to enjoy an even larger and their sales also have not kept , 
share of the July production. | pace with the increase enjoyed by 


Greatest Weather Invention Since the Barometer! 


THE WEATHER GIRL-on WPTZ 


A nighttime 5-minute strip now available.. 


the right show, the right time, the right price! 


IF YOU’RE INTERESTED in a high-quality show 
at a low-budget price, meet Miss Lynn 
television’s talented weathercaster- 
Her nightly WEATHER 
GIRL programs are enjoyed Monday 
through Friday at 7:25 on WPTZ by thou- 
sands and thousands in the vast Philadelphia 


Dollar, 
model-actress. 


television market. 


True, the curves on the weather map aren't 
the only ones that keep ‘em watching. Lynn 
appears nightly in the latest fashion appro- 
priate to the day and season. She reports 
the weather and forecasts the morrow’s tem- 
perature in peddle-pushers, evening gowns 
or bathing suits, liberally lacing the show 


precedes NBC’s strong 7:30 line-up—Eddie 
Fisher, Eddy Arnold, and Dinah Shore. 


It’s hard to believe, but you can sponsor 
THE WEATHER GIRL every night, Mon- 
day through Friday, for only $1537.00, fully 
commissionable (only a few dollars more 
than you'd pay for a strip of 20-second an- 
nouncements in the same time period). THE 
WEATHER GIRL also may be sponsored 
on a once, twice or thrice-weekly basis. 


For full details on this great television avail- 
ability, give us a call here at WPTZ, or see 
your nearest NBC Spot Sales representative. 
It’s a bargain buy your clients will want to 
hear about. 


with informal fashion news, breezy Chatter 


and winning ways. 


THE WEATHER GIRL is part of WPTZ’s 
nightly news, sports and weather strip, which 
immediately follows the sensationally popu- 
lar FRONTIER PLAYHOUSE program. It 


WESTINGHOUSE RADIO 


WBZ + WBZA + KYW - 


WPTZ 


PHILADELPHIA 


CHANNEL 3 NBC-TV AFFILIATE 


© 


STATIONS Ine 


KDKA « KEX + WBZ-TV + WPTZ 


Ford passenger car sales during 
|the first six months of 1953 were 
| one-third greater than during the 
first half of 1952, said L. W. 
‘Smead, Ford sales manager. He 
|said truck sales were one-quarter 
greater for the period despite 
|strikes and a shut-down for truck 
model changes. 

“Public preference for Ford cars 
‘and trucks is continuing at the 
/same high rate and we confidently 
|expect 1953 will come close to 
‘equaling the 1950 sales record,” 
|said Mr. Smead. 

Pontiac’s new-car production 
through June established a new 
alltime record, according to R. M. 
|Critchfield, general manager of 
‘the Pontiac Motor Division of 
General Motors. 


® During the first six months of 
‘the year Pontiac built 268,614 
|cars, as compared with 264,092 for 
the same period in 1950, the best 
previous year. 

Among the independents, Hud- 
son Motor Car Co. announced that 
|retail sales of its passenger cars 
'showed a 26.9% increase in June 
over May. 

N. K. VanDerzee, v.p. in charge 
of Hudson sales, said the increase 
presaged heavy volume sales for 
the late summer and fall. 


Appoints Hirshon-Garfield 


__ Hirshon-Garfield, New York, has 
| been appointed to handle advertis- 
|ing for MacAusland’s Chairman’s 
Choice, imported scotch whisky, by 
Van Munching & Co., New York 
|liquor and beer importer. The 
| agency also handles Heinekin’s 
| Imported Holland beer, Bols gins 
|and liqueurs, and Hoppe’s Geneva 
gin and liqueurs, which are Van 
Munching imports. Magazines and 
business papers will be used. 


_Names Graceman Associates 


' Country Home Bread, Wolcott, 
|Conn., has appointed Edward 
_Graceman & Associates, Hartford, 
'to handle its advertising and sales 
promotion. Television and news- 
papers in the New England area 
| will be used. 


| 
} 


Morris Joins Dowd, Redfield 


Henry Morris, formerly general 
sales manager of the William 
| Jameson Co. division, Seagram- 
Distillers Corp., has been elected 
a v.p. of Dowd, Redfield & John- 
stone, New York. 


TORONTO, CANADA 


Capital City of Ontario — Canada’s Richest 

Province — Having One-Third of Canada’s 

Total Population and 42% of Retail Sales— 
Blanketed by the 


TORONTO DAILY STAR 


— 400,000 circulation (largest in 
Canada) 

/— 80% coverage of Toronto 

_— 50% coverage of 45 prosperous 

| Ontario centers 

SEND FOR OUR COMPLETE DETAILED MARKET FACTS 

scneentin Sen — 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 
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3 Com ies Agree Guinness Boosts Burke's Ale Appoints Foster & Davies 


to Push Telecasts 
in North Maine Area 


PORTLAND, ME., July 15—Three 


_ Arthur Guinness Son & Co., New. 


| York, on Aug. 1 will begin a pro- 
/motion for its Burke’s ale in Maine, 
‘Rhode Island and Connecticut. 
| Newspaper, television, radio spots 
and outdoor will be used. The ale 


Maine corporations have joined | Will have a new label. Compton 


Massillon Rubber Co., Massillon, 
'O., maker of Matex and Massillon 
latex surgical gloves and surgical 
tubing, has appointed Foster & 
Davies, Cleveland, to handle its 
advertising. Hospital and surgical 
publications will be used. Pre- 


| 3 Join Juhl Advertising 


| John W. Blodgett, formerly an} 


illustrator for Kawneer Co., Niles, 
Mich., has joined Juhl Advertising 
Agency, Elkhart, Ind. Also joining 
the agency are John J. Fay, for- 
merly a copywriter for South Bend 
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Frohlich Promotes Three 

Julian Farren, v.p. and general 
'manager of L. W. Frohlich & Co., 
New York pharmaceutical and in- 
dustrial ad agency, has been pro- 
moted to executive v.p. Charles E. 
Lewis, v.p., and Dr. Abraham 


forces to end a deadlock and bring | 
television to sparsely settled nor- 
thern New England within a year. 

The Federal Communications 
Commission has granted permis- 
sion for construction of two sta- 
tions in the area—one atop mile- 


high Mt. Washington in New 
Hampshire and the other at 
Lewiston, Me. 

Mt. Washington TV Inc. will 


operate its outlet on v.h.f. Channel 
8. Lewiston-Auburn Broadcasting 
Co. will transmit on u.h.f. Channel 
17. The latter corporation also op- 
erates WLAM, Lewiston. 


= To speed approval of the two 
outlets, Frank S. Hoy, president of 
Lewiston-Auburn, amended his or- 
iginal application from Channel 8 
to 17. Faust Couture, president of 
Twin City Broadcasting Co., oper- 
ator of WCOU, Lewiston, and 
WFAU, Augusta, at the same time 
requested that his application for 
Channel 8 be dismissed. Twin City 
then became a partner in the Mt. 
Washington syndicate. 

These shifts gave the Mt. Wash- 
ington petition status as an uncon- 
tested applicant, and FCC immed- 
lately gave the green light to con- 
struction permits. 

However, two conditions were 
stipulated by FCC and must be 
met within 30 days: 

1. Former Maine Governor Hor- 
ace A. Hildreth, currently U. S. 
ambassador to Pakistan and an 
associate in the Mt. Washington 
enterprise, must dispose of his in- 
terests in Community Broadcast- 
ing Service or persuade that com- 
pany to withdraw its application 
for Portland v.h.f. Channel 13. 
Community is competing with 
WGAN, Portland (Guy Gannett 


Broadcasting Services) for the 
channel. 
2. Tyronne Corp., Pittsburgh, 


and Oliver Broadcasting Co., part- 
ners in WPOR, Portland, must dis- 
associate themselves from that 
outlet or withdraw their v.h.f. 
Channel 6 application. The channel 
also is sought by WCSH, Portland 
(Congress Square Hotel Co.). 


= The Mt. Washington station is 
expected to reach 1,500,000 persons 
in New England and Quebec with- 
in a 100-mile radius. Commercial 
operation is scheduled to begin by 
September, 1954. 

In addition to ex-Gov. Hildreth, 
Mr. Couture and Mr. Hoy, assoc- 
iates in the Mt. Washington ven- 
ture are John Z. Guider, Littleton, 
N. H.; William H. Rea, Pittsburgh; 
Charles Hildreth, John M. Kimball, 
Harold Meyer and Edward W. At- 
wood, all of Portland; William F. 
Rust, Manchester, N. H., and Carl- 
eton D. Brown, Waterville, Me. 

Mr. Hoy also is a_ principal 
stockholder in WPMT, Portland, 
which will start telecasts on Chan- 
nel 53 Aug. 31. 


DAYTONA BEACH 


FLORIDA 
Florida’s Year "Round Resort Covered By 


DAYTONA BEACH NEWS-JOURNAL 


1. Daytona Beach is an unusual test 
market; its thousands of visitors 
come from all over the U.S., Canada, 
Cuba and South America. Its Sum- | 
mer seasons now rival its Winters in | 


tourist larity. 
2. Over $98,723,000 effective buying in- 
come. 
3. Over $83,353,000 retail sales. 
4. A quality market index of 127. 
5. 1952 total advertising 13,711,789 lines. | 


ar. in 7 vi | 
WARD-GRIFFITH CO. 


The Ward-Griffith Co. maintains offices 
in all principal advertising centers 


sentative. 


Advertising, New York, is the. 
agency. 


viously, Scheel Advertising Agen- 
cy, Cleveland, had the account. 


Lathe Works, and Sam M. Hage-| Greenberg, copy chief, have been 
man, previously layout artist for) promoted to v.p. and treasurer and 
Kelling Nut Co., Chicago. | v.p. in charge of copy, respectively. 


Kraut Co. to Bayless-Kerr 


Fremont Kraut Co., Fremont, O., 
has named Bayless-Kerr, Cleve- 
land, to direct its advertising. 
Newspapers and displays in re- 
gional markets will be used. 


Lindberg to Katz Agency 


Leonard Lindberg, formerly with 
the Los Angeles Examiner, has 
joined the Los Angeles office of 
Katz Agency, newspaper repre- 


Mandable to Benton & Bowles 

John Mandable, formerly with 
Dell Publishing Co., New York, 
has joined the media department) 
of Benton & Bowles, New York, ” 
a print supervisor. 


THIS IS ““ARNIE”” HARKLOW — (Another W-G Salesman) 


Arnold N. Harklow, manager of our Boston office, began his newspaper work 12 
years ago in the Credit Department of the Providence, R. I. Journal-Bulletin, later 
transferring to Merchandising Service and then to National Advertising Sales. 
“Arnie”, a seasoned advertising salesman, well acquainted with all contacts in the 
Boston area, joined our Boston Office in 1950. a ge able and energetic “‘Arnie’’, 
like any of our salesmen, will help you and work with you to get the most out of 
your advertising dollar. nt aad advertising gets immediate action—at lowest cost 
too! Advertise in Newspapers 

Please note individual advertisements of our newspapers throughout this issue. 


WARD-GRIFFITH CO. 


DAILY NEWSPAPER REPRESENTATIVES 
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Doctors and The Journal 
tell people about their health 
on television... 


The Atlanta Journal and the Ful- 
ton County Medical Society are cur- 
rently presenting a series of medical 
forums over television station WSB- 
TV. This television series is based on 
the public medical forums — YOU 
AND YOUR HEALTH—co-sponsored 
recently by these organizations, Aud- 
iences were so large that many people 
were turned away. It is for these 
disappointed spectators and the many 
people who are either sick or disabled 
that this television series is being 
presented. 

A total of eight subjects will be 
discussed covering a wide range of 


Largest circulation in 
the South 


DAILY 421,706 
SUNDAY 474,555 


Publisher's Statement— 
3/81/58 


Represented by Kelly-Smith Co. 


Che 
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topics—everything from “Poliomye- 
litis” to “Emotiona! Problems.” 

In the belief that both the news- 
paper and the medical profession are 
engaged in kindred endeavors—the 
newspaper disseminating news to 
keep the public informed—the doc- 
tors dispensing medical knowledge to 
keep the public healthy, The Journal 
is proud to be a part of this joint 
venture. 

Year ’round services such as this 
series of forums in the public inter- 
est, are among the reasons The At- 
lanta Journal and The Atlanta Con- 
stitution are great newspapers. 


Atlanta Zournal 


Covers Dixie Like the Dew 
AND 


THE ATLANTA CONSTITUTION | 


The South’s Standdrd Newspaper 
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‘sue of Housewares Review, a ,increases cost of merchandise to 


Housewares Makers elie celuedien, cameidaant. 


0-0 ' The survey, conducted among! 4. Co-op advertising tends to 
Feel C Pp Ad Plans 200 housewares manufacturers, build store prestige rather than 
Unfair, Survey Says 


shows that 23% grant no allow- that of the manufacturer’s brand. 

ances for cooperative advertising,| 5. Manufacturer competes with 

New York, July 14—Cooperative 20% grant allowances but have! manufacturer on volume of ad- 

advertising is becoming a one- no set policy, 14% split advertising | vertising allowances granted, ra- 

sided deal. “The retailer holds the costs down the middle. The re- ther than on service, quality and 
aces and the manufacturer the maining 43% include those who price of merchandise offered. 

deuces.” pay the entire cost, those who go| 6. The manufacturer pays for 


This viewpoint is reported in an 50-50 up to 5%, 10%, or 25% of the retailer’s own normal distribu- 
opin:on roundup in the current is- the invoice and those who pay a/ tion and advertising costs. 


flat percentage up to 25% of the| 7. Many retailers make an ac- 
ELIZABETH 


NEW JERSEY 
One of the nation’s top 50 industrial areas 
which is dominated by the 
ELIZABETH DAILY JOURNAL 
There are approximately 900 di- 
versified industries in the Elizabeth 
Journal trade area who employ over 
69,000 workers. Over 277 new in- 
dustries have located in Elizabeth 
during the past 5 years. 
Represented Nationally by 


WARD-GRIFFITH CO, 


The Ward-Griffith Co. maintains offices 
in all principal advertising centers 


invoice, or pay a flat percentage 
against the tearsheet. 


s Better than four or five manu- 
|facturers reported one or more of 
the following evils and abuses: 

1. The manufacturer loses con- 
trol of his entire advertising pro- 
/gram when excessive amounts go 
for co-op allowances. 

2. Large sums of money tied up 
in co-op advertising can be used 
better to build national trade dis- 
tribution and consumer accept- 
ance. 


‘tual dollar profit out of co-op ad- 
_vertising at the expense of the 
_manufacturer. 

Respondents stressed that de- 
| mands of retailers, notably de- 
| partment stores, for advertising al- 
‘lowances were becoming’ un- 
reasonable. 


Joins Ad Agency Group 


Advertising Age, July 20, 1953 


Bellingham, Wash., TV Station 
Guarantees Results to Advertisers 


SEATTLE, July 14—Television has|ance” at point of sale, based on 
“got to be different if it is done at|the number of customers TV ad- 
all in small markets,” Rogan Jones, vertising brings in. 

‘owner of KVOS-TV, Bellingham, <a 
'Wash., told the Advertising and|® This is the way the certificate 
‘Sales Club of Seattle last week. | works. Advertising Research Bur- 
And with that he tossed out a/ eau Inc., Seattle (AA, May 22, ’50), 
half-dozen ways that his station, periodically runs a test of KVOS- 
newly on the air, is breaking from | TV advertising. In this the pulling 
‘established patterns of television power of television advertising is 
broadcasting in the U. S. compared with that of another 
| The key to “being different,” in| medium. At Bellingham, the news- 
Mr. Jones’ opinion, is getting your Paper is used for comparison be- 
costs down so that your television| cause, Mr. Jones said, “newspa- 
station is attractive to many local Pers are the oldest and best known 
advertisers, including retailers. eey or medium.” 

| KVOS-TV is now on Channel 12) 1 the test, an equal amount of 
‘with 16,000 watts. By Aug. 1, Mr.;money is spent for advertising 


| Taylor-Norsworthy, Dallas, has) Jones said, it expects to be up to identical merchandise at the same 


affiliated with the First Advertis-| 
/ing Agency Group as the franchise 
agency in Texas. The group now 
‘has a network of 35 independent 
3. Excessive co-op advertising | agencies. 


33,000 watts. It already breaks time, via newspaper and television. 
from established pattern by guar- Then interviewers at point of sale 


anteeing results. It provides adver- | roy customers what brought them 
/ + “ $43 f oe I . 
(tisers a “certificate of perform | KVOS-TV guarantees an “ARB- 


Se ae 


: te 1 
ie, Arizona income from crops and livestock soars to nearly $416 


million in 1952, up 683% from 1940 to lead the nation in 
farm income growth. Arizona’s 1,300,000 irrigated acres 
average $228 per acre for a cash crop total of $297,282,000 
in 1952 while livestock totals $1 18,491,000. And the Phoenix 
Republic and Gazette reaches 59% of all the homes in this 
booming farm market! 


| Index” of 1.2—that is, for each 100 
/customers brought in by the news- 
_paper advertising, TV advertising 
will draw 120. If the “ARBIndex” 
drops below 1.1, KVOS grants the 
advertiser a credit memo for a 
| proportional amount of additional 
time on TV. 

KVOS-TV has a published rate 
_for class A time of $90 an hour, a 
rate Mr. Jones called “the lowest 
/in the world.” 


/® Competition has stiffened and 
/advertising media must recognize 
| this, he continued. “The merchan- 
'dising pipelines of the world are 
/full. The customer is elusive. The 
merchant is keen. The pressure is 
|on. Whatever we have done in the 
| past is not enough. The medium 
‘must do more for the dollar. We 
| propose to do more for our custo- 
/mers and to give them evidence of 
what we are doing. We are not 
going to talk about size of audi- 
ences and all that. All the mer- 
chant wants to know is ‘did you 
sell my merchandise?’ ” 

Stressing the need for economy 
in operation, Mr. Jones said his 
is a complete high-grade station 
with custom-built equipment com- 
ing on the air for a total invest- 
ment of $82,000. He added, “We 
think we have the lowest-cost 33- 
kilowatt station in the history of 
the nation.” 


® As one step in economical oper- 
ation, the KVOS head said he is 
|attempting to integrate AM and 
|TV operations, especially on the 
sales end. He explained: “We 
| think television cannot live with- 
|out retail advertising and a great 
deal more retail advertising than 
the average television station has 
been trying to get. 

“We took the position that an 
advertiser could get more for his 
money if he spent $1 in newspaper 
and $1 in radio than if he spent $2 
in either one. Now we say that $1 
spent in newspapers, $1 in radio 
and $1 in TV will produce more 
results than $3 in any one medium 


Haverhill Buying 
Power means... 
More Profits 
for You! 


HOENIX RE 


ee 


Nearly half of Arizona’s crops and livestock are 
produced right in Maricopa County, the Phoenix 
Standard Metropolitan Area, covered 100+% by... 


PUBLIC & GAZETTE 


2 - 
REPRESENTED NATIONALLY BY THE KELLY-SMITH co. 


And in Haverhill, 
| Massachusetts it’s the 
| Gazette— ~ 
A trading zone popu- Aavertssing manager 
lation of 110,488 with Georse McLaughlin 
| retail sales of $52,294,000. You can’t 
‘afford NOT to use the Haverhill 
| Gazette in your campaign. 


| Request more facts—Nationally Represented by 
WARD-GRIFFITH CO. 


The Word Gr ffith Co. maintains offices 


" a! 


principal advertising 


centers 
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Advertising Age, July 20, 1953 


....-The man who is selling ad- 
vertising and helping the customer 
pick the merchandise had better 
be able to sell all media. 

“There has to be a closer tie-in, 
too, between advertising by whole- 
saler or manufacturer, and by the 
retailer, and this tie-up will come 
through merchandising.” 


® Mr. Jones went on to say that 
he thinks a fundamental change 


is taking place in which “thin” ad- | 


vertising will suffer and “heavy 
impact” advertising will benefit. 
As an example of thin advertising 
he cited magazines with heavy na- 
tional circulation, but only a few 
hundred copies in the KVOS ter- 
ritory. As an example of heavy 


| listeners want the community sys- 
tem continued in order to bring in 
Seattle shows, the nearest network 
‘outlet to Bellingham. Mr. Jones 
said he will keep right on with 
|the community system. 

| Asked if he isn’t really com- 
'peting with himself in this re- 
spect, he shot back, “Exclusivity 
jis only a crutch that makes you 
unable to fight the battle.” And 


he added: “If I am going to have 


competition, I’d rather own it.” 
KVOS-TV is in the far north- 
| west corner of the nation. Its au- 
_dience, the station says, is 150,000 
‘in and around Bellingham, and 
850,000 across the international 
border in British Columbia, where 
there are no television outlets. 


impact he cited cooperative adver-| 

tising “where you get the enthu- Publication Hikes Rates 

siasm and cooperation of the re- The Mississippi Farmer will 

tailer tied in with the medium.” have a guaranteed circulation of 
Economies can be made in copy, 25,000 with its January, 1954, is- 

Mr. Jones said. He called for in-|sue. The agate line rate will go 

tegration of all media in a cam-| from 30¢ to 45¢, or 35¢ per line 

paign. As for television, he shocked | When used in combination with 


; : F er. Thus the 
some of the audience by plugging Miq_douth unit tate will be $115 
for simplest possible forms of pre- per line. 
sentation as a means of getting) 


Avco Sets Up New 
Subsidiary to Link 
Canadian Interests 


‘nadian subsidiary has been formed 
by Avco Mfg. Corp. to manage ex- 
pansion of the company’s Canadi- 
-an interests. 

_ The subsidiary, known as Avco 
of Canada Ltd., has entered into 
an agreement to purchase all the 
outstanding stock of Moffats Ltd., 
Toronto, according to Victor 
Emanuel, chairman of Avco. The 


Canadian company also is an ap-. 


pliance manufacturer. 


Assets of Avco’s present subsid- 


_iaries, consisting of Bendix Home 
|'Appliances of Canada Ltd.. and 


Crosley Radio & Television Ltd.,| 


also will be acquired by the new 
| subsidiary. 

Moffat manufacturing plants are 
in Toronto and Orilla, Ont. Dis- 
tribution ef its products is carried 
out mainly through branches and 
distributors located throughout 


| 


CINCINNATI, July 14—A new Ca-. 


43 
Canada. Crosley Radio & Televi- 


/sion Ltd. manufactures radio and | LY be ad & u RG 

television receivers in a newly 

‘constructed plant in Toronto. VIRGINIA 

__ The majority of the seven-man 4 yetropolitan Market as defined 

board of directors of Avco of Can- 6, Sales Management, the City of 

ada Ltd. will be Canadians, Mr. Lynchburg’s 1952 per capita retail 

Emanuel said. sales ($1,478) were 38% higher 
than the U.S. average. 


Names Doyle Dane Bernbach ONLY the NEWS-ADVANCE cov- 
Einiger Mills, New York, maker | ers this basic Virginia market. 

of woolens from specialty fibers, apvertisé im LYNCHBURG—GET OUR MARKET FOLDER 
has appointed Doyle Dane Bern-| etets 4 wy 

bach Inc., New York, to handle its | 
advertising and merchandising. 
|Previously, Diamond-Barnett, | 
New York, had the account. 


lly Repr 


WARD-GRIFFITH CO. 


The Ward-Griffith Co. maintains offices 
in all principal advertising centers 


Specialists in SILK SCREEN. PRINTING 


PF INCORPORATED 
BOX 2017 TULSA,OKLAHOMA 


costs down. For example: | 
“We believe that slides are the} 
simplest and most economical 
method of presentation. On televi- 
sion they will sell more merchan- 
dise than they have so far been 
given the opportunity to sell.” 


® As far as the need for motion is 
concerned in TV, he continued, 
the changing of slides every 10 or 
15 seconds is enough. Taking a cue 
from self-service in retailing, he 
said “anybody who has merchan- 
dised food knows that shelf posi- 
tion and timeliness are more im- 
portant than a salesman.” 

KVOS-TV plans to use film and 
no live pickups. “We may never 
have an image orthicon camera,” 
Mr. Jones said. “Film is to TV what 
records are to radio...We think | 
the term ‘live’ in TV is almost as 
dead as ‘canned’ in radio.” 

The outlay for a camera for film) 
plus developing and related equip-| 
ment is a good deal less than for 
one image orthicon camera, and 
the manpower required for opera- 
tion is a great deal less, he said. 
Where speed is necessary, “film is 
not a great deal slower.” Film al-.| 
so can be held and shown when the 
audience is ready, he pointed out. 

| 
® Asked about advertising copy 
that requires a demonstration, Mr. 
Jones said, “We would put it on 
film first, and we think if you. 
bought enough advertising from us 
it would be cheaper because you 
would use it over and over. We 
think a one-camera film job is) 
cheaper than a two-camera live. 
job.” 

Of costs in general, Mr. Jones) 
said, “It is man-hours that are 
breaking the back of the business. | 
You would be surprised at how 
many things in television using 
film can be done by one person... 
Television can price itself out of. 
the market: very easily.” 

Mr. Jones said that before going 
on the air with KVOS-TV he es-| 
tablished a community antenna 
system, thinking that such a sys- 
tem might cost $10,000 to $15,000. 
Actually, it cost $50,000, providing 
a market at once for local televi- 
sion as soon as KVOS was ready. 
Now it develops that television 


In CANADA 


THE STAR WEEKLY 
reaches more Canadians 
than any other publication 


It Can Help Your Company 
Increase Sales in Canada 


Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. mainteins offices 
in all principal advertising centers 


AND 


TOMORROW 


young worany w hov Toms 


Big Buyer on her own! 
Earnings and allowances give 
these girls $3,700,000,000 


a year to spend, fancy free. 


Getting gifts galore! 
Birthdays, Christmas, grad- 
uation, hope chest. Gifts she 
nearly always selects herself. 


Coaching Mom, Dad! 
Power in every field of fam- 
ily buying. She can pick a 
product...switch a brand. 


Here comes the bride! 
More girls wed at 18 than at 
any other age. Is your product 
on their shopping lists, for life? 


There’s one best way to reach 7,500,000 


young women in their teens! 


seventeen sells! 


New York * Boston * Chicago * Hollywood * Atlanta 
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Chamber Issues Events Book 


The U.S. Chamber of Commerce, 
Washington, will take over publi- 


cation of “Special Days, Weeks 


and Months,” an annual booklet 
formerly 
Dept. of Commerce. The booklet 
lists approximately 400 leading 
promotion events, legal holidays, 
religious days and other special 
occasions. The 1954 edition will be 
ready for distribution in Novem- 
ber, 1953. There was no 1953 
edition. 


NORTH CAROLINA 
1. Buying Center of Craven County. 


ublished by the U.S. 


16 Oz. Bottle of 


Beer Introduced | 


j 
| 
| 


by Krueger Brewing 


Brewing Co. last week broke a 
newspaper campaign in 25 dailies 
and weeklies in nine states to pro- 
mote its new 16-oz. bottle to “give 
_consumers two full glasses from a 
'bottle only slightly larger in ap-. 
pearance than the standard 12- 
oz. size.” 

The campaign, scheduled to run 
through August, will also use about | 
500 radio spots weekly on local 
stations. Grey Advertising Agen- 


‘promote its 16-oz. bottle. In tests. Studies Mail Usage 


/made in New England this spring, | 
| Newark, July 14—G. Krueger 


Advertising Age, July 20, 1953 


|mittee to the Trucking Industry, 

with offices at 1000 Vermont Ave., 
Washington. He also represents the 

teamsters on the committee. Roy 

_Fruehauf of Fruehauf Trailer Co., 

|Detroit, represents producers of 

consumer acceptance of the 16-0z.| SgaTTLe, July 14—Truck opera-| trucks and equipment. 

bottle exceeded expectations both|tors, truck labor, and equipment | 

in package stores and bars, AA|manufacturers are getting ready g Allman Co.. Detroit. which han- 

was told. for a nationwide public relations gles Fruehauf advertising, has pre- 

|campaign on behalf of the entire) par = 

N.Y. Bank Switches Agencies trucking industry. Advertising is| sicusisaatae tor Ae ae 
The Bank of the Manhattan Co., part of the campaign. ‘cussion, but no decision has been 

New York, has switched its ac-| At the same time, the industry is made as to copy or scope of cam- 


strike of Milwaukee brewers that Truck Industry Plans 


serve the New York area. 


Extensive point of sale promo-. Large PR, Ad Drive, 


tion is being used by Krueger to. 


count from Kenyon & Eckhardt, launching a careful study of the paign. 


New York, to Cunningham : F : fal — 
Walsh, New York, effective Sept. D@uling of mail, especially on runs Indicative of the thinking be- 


28. Kenyon & Eckhardt recently Under 300 miles, to determine hind ACT, one of the ads con- 
acquired the account of the Chase Where the Post Office Department tains this three-point summary of 
National Bank, New York, which CaM save money by shifting from objectives: 


' - cy, New York, services the ac- 
ffective Buying Income | count. 


$17,735,000. ‘ 
aging The brewery will stress in its 
THE RICH NEW MARKET IS \ads that the “Big 16” will give 
SERVED EXCLUSIVELY BY | consumers “33%4% more beer for 
THE EVENING SUN JOURNAL. just a few pennies more.” No ad- 


S Gueey of Market—102. 


REQUEST MORE FACTS—ADVERTISE IN NEW BERN Vertising will be done in northern 


Nationally Represented by 


WARD-GRIFFITH CO. 


New Jersey or metropolitan New 
York at present because the brew- 


ihe Ward-Griffith Co. maintains offices 


had been with Hewitt, Ogilvy, railroads to trucks. 

Benson & Mather. Anderson Hew-| These developments came out 

itt, formerly board chairman of last week at a press conference giv- 

hee by oe is currently with en by Dave Beck, general presi- 
enyon & Eckhardt. dent of the International Brother- 


hood of Teamsters. The occasion 
Jacqueline James to Fairtax __ | was the 17th annual Western Con- 
Jacqueline James, formerly in| 


ference of Teamsters. 
the copy department of Popular . . 
Science Monthly, New York, has Mr. Beck is chairman of the 


|ery is behind on orders as a result| joined the copy staff of Fairfax €W industry organization called 
‘of extra demand caused by the! Inc., New York agency. ithe Independent Advisory Com- 


in cll principal advertising centers 


interest 


1S 
ENTHUSIASM! 


Lhe 
AME RICAN WEEKLY 
creates WN'THUSIASM 


One reason for The American Weekly’s continued gains in advertising revenue 
is that it reaches a minimum of 1 out of 5 families in 765 key sales cities 
. .. dominant coverage no other national magazine can match! 


*Enthusiasm is interest raised to the buying pitch! 


_ “I. To help increase the truck 
| industry’s capacity for serving the 
|American people wherever and 
| whenever possible. 

| “2. To help further a better un- 
derstanding—on the part of the 
| people—of the all-important role 
‘motor transport plays in every 
| phase of the American economy— 
'in peace and war. 

“3. To help keep the motor 
transport industry ever alert to 
| the danger of military attack upon 
the nation—and to help prepare 
the industry for swift, effective 
operation in the event such an at- 
_ tack should occur.” 


ws Mr. Beck brought up the indus- 
try program in talking about the 
hauling of mail, observing, “we are 
going to show the Postmaster Gen- 
eral where he can save hundreds 
of thousands of dollars, perhaps up 
in the millions, in the transporta- 
'tion of mail by taking it off the 
‘rails and putting it in trucks.” 

| As part of this effort, ACT has 
set up a separate office to be ad- 
ministered by Jack Redding, for- 
merly fourth assistant postmaster 
general in charge of trucking. He 
will study “every mail haul” but 
_with special attention to those un- 
der 300 miles, because, Mr. Beck 
‘said, “we know the tremendous 
/amounts that can be saved under 
300 miles.” 

Whatever the length of haul, 
| Mr. Beck insisted that the Post Of- 
'fice Department should use trucks 
|or rails, whichever can do the job 
| cheapest. About a year ago the 
| Post Office Department put trans- 
| portation of bulk mail on the 190- 
mile run between Portland and 
‘Seattle on trucks, with a report 
of substantial savings through re- 
duced handling. 


| Schenley Boosts Whisky Aging 


Schenley Distributors Inc., New 
York, will run a series of institu- 
tienal ads featuring the long-term 
screening and testing of whisky 
during the aging process in the 
'barrel. Ads will appear in The 
| Atlantic, Business Week, Fortune, 
_Harper’s Magazine, Life, News- 
| week, The New Yorker, Time and 
U. S. News & World Report. Also, 
‘during July and August ads will 
‘appear in mewspapers in cities 
| where Schenley plants are located, 
/as well as in financial and bever- 
/age publications. Batten, Barton, 
| Durstine & Osborn is the agency. 


| 

Coty Buys Lelong Stock 

| Coty Inc., New York, has pur- 
‘chased approximately 75% of the 
'stock of Lucien Lelong Inc., Chi- 
/cago and Paris. No changes in the 
,Lelong management or operation 
will be made. Joseph S. Sten, Le- 
long president since 1927, will re- 
-main. The price was not disclosed. 
Franklin Bruck Advertising Corp., 
Cleveland, has the Coty account, 
while Gibbons-O’Neill, Cleveland, 
handles Lelong. 


_WOOD.-TV Expands 


| WOOD-TV, Grand Rapids, 
| Mich., on Jan. 1 will increase its 
power from 28,500 watts to 316,000 
watts, move from Channel 7 to 
Channel 8, and instal a new relay 
system. Arthur M. Swift, salesman 
/since 1950, has been promoted to 
| general sales manager for WOOD 
/and WOOD-TV. Bob Garrison has 
| been named promotion director, 
| and Don McAuliffe has joined the 
' sales staff. 
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Advertising Age, July 20, 1953 


This Week in Washington... 


House Eyes Tax Cut for Movie Goers 


By Stanley E. Cohen 
Washington Editor 


WASHINGTON, July 16—The mo- 
tion picture industry jumped with 
joy this week when the House. 
agreed to take up H.R. 157, re- 
pealing the 20% tax on movie ad- 
missions. 

Nearly a year ago, House mem- 
bers began hearing from their lo- 
cal theater operators who com- 
plained that dwindling audiences 
—thanks to TV—and rising costs 


were driving the industry to the) 


wall. 

More than a score of House 
members reacted by introducing 
admissions tax repealers, and at 
hearings of the House ways and 
means committee this spring, the 
industry drew such a dark picture 
it’s a wonder that investors have 
continued to risk funds by backing 
the production of new films. 

House leaders had to go to great 
lengths to accommodate the movie 
people. Aware that others—for ex- 
ample legitimate theaters and 
sports—would want similar relief, 
the leadership brought up the bill 
under an unusual rule which re- 
quired the House to take H.R. 157 
as is, without amendment. 

e ® * 

When news leaked out that the 
House leadership had decided to 
help the movie people, other dis- 
tressed taxpayers began lining up 
for help. First in line were the 
railroads, demanding repeal of the 
15% tax on passenger tickets. 

Robert R. Young, chairman of 
the Federation for Railway Prog- 
ress, sent an urgent appeal to Rep. 
Dan Reed (R., N. Y.), House ways 
and means chairman. “If relief is 
granted in any field,” he _ said, 
“first consideration should be giv- 
en the railroad passenger industry 
to aid in the reduction of the more 
than $600,000,000 passenger deficit 
of 1952, partially caused by this 
unfair burden on the traveling 
public.” 

e ~ . 
Rep. Henry J. Latham (R., N.Y.) 


has a bill, H.R. 6258, authorizing 
the Post Office Department to 
| lease advertising space on the de- | 
|partment’s 16,500 mail trucks and 
350,000 mail boxes. 


asks: 
_vertising and salesmanship are an 
integral part of the American way 
of life? 


shocked by this suggestion, this 
would be more than offset by a 
balanced postal budget, better 
service and more adequately paid 
postal employes.” 
* * * 
The Treasury Department’s al- 


to commercials which dwell on 
the minute amount of sugar in a 
particular brand of beer. 

The Treasury says this is no fit 
subject for competitive advertising 
since beer has no starch at all, and 


unmeasurable amount of sugar. 
« o * 

William T. Kelley, who has been 
with the Federal Trade Commis- 
sion since it started, has reached 
retirement age and completed his 
career after 19 years as general 
counsel. 

The commission’s new top legal 
officer, appointed by FTC Chair- 
man Edward F. Howrey and unani- 
mously approved by the other 
commissioners, is Earl W. Kintner, 
an FTC staff member since 1948. 

Indiana born and 40 years old, 
Mr. Kintner was in the Navy’s 
amphibious forces during World 
War II and was subsequently with 
the United Nations war crimes 
commission. From 1948 until 1950 
he was senior trial attorney at 
FTC. Since 1950 he has been a 
legal advisor for the commission, 
preparing decisions and acting as 
advisor on all phases of FTC work. 

He achieved particular distinc- 
tion for a manual for FTC attor- 
neys which he prepared largely 
during off hours, interpreting all 
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DEPENDED ON MOST by lowa farmers 
when they need information on "Weed 
and Insect Pest Control” to help them 
in their farming operations. 
Pus. B 


6.6 


Pus. C PUB. D 


=a oS “ae: 


: : 'two nudist publica: 
| Noting that this has already, P 


been done in other countries, he 
“Why not here, where ad-. 


| think 
“If the sensibilities of a few are. ai 


cohol tax division has called a halt. 


no brand has more than an almost 


|areas of the law on trade regula- 


tions. 
® * * 
Established legal theory on the 
mailability of obscene material was 
thrown into confusion this week 
when federal judge Henry A. 


|Schweinhaut threw out what was 
assumed to be a routine Post Of- 
fice order barring the delivery of 
tons, 

In ordering the department to 
handle the publica 
weinhaut comme? ted: 


ions, Judge Sch- 
“Wouldn't | 


give you a penny for the whole) 


bunch of these magazines, but I) 
the Postniaster General 


| 


erred in finding that they were ob- | 


scene. 
“I don’t think they would incite 
lustful thoughts in the mind of the 


average man,” 


| Compton Boosts Three 


Compton Advertising, New York, 
has promoted three of its executive 


personnel to v.p.s. They are Or-. 


/ville Chase and Olin Saunders, 


both on the Standard Brands ac- 
count, and Robert Tannehill, on 
the Campbell Soup account. 


45 


NEW PROCESS MAKES POSSIBLE 


NEW CORN 


NEW-—This is one of the spreads which will spearhead Green Giant Co.'s drive for 

its new process corn (AA, July 13). Color spread will appear the Sept. 18 Life to 

be followed by spreads in This Week Magazine, Ladies’ Home Journal and in news- 
papers and Sunday newspaper sections. Leo Burnett Co. is the agency. 


Names Overseas Publishers electrical trades, has appointed 

Machinery Lloyd, London, Eng- Overseas Publishers Representa- 
land, international export publica-| tives, New York, as its U. S. repre- 
tion for the machinery, tool and sentative. 


“The Mennen Company considers the Seattle-Tacoma 
area an important and growing market,” 
Wise, “but these two cities with their prosperous 
trading areas, are not ‘multiple-markets’. They are 
far enough apart to require separate merchandising 
campaigns to reach the local level. 


both markets through Seattle promotions alone 
would mean losing a large segment of business in 
the Pacific Northwest.” 


“When promoting Mennen 
Products we always include 
-Tacoma...not Seattle alone’ 


Northwest Division Manager 


THE MENNEN COMPANY 


Says: 


wis 


- Lae i 


says Mr. 


To try to reach 


THINK TWICE ABOUT TACOMAI It's 
a separate, distinct, important market. 
It's covered ONLY by the dominant 
News Tribune. That's why—on Puget 
Sound—you need BOTH Seattle and 
every time. Ask 
Sawyer, Ferguson, Waiker Company. 


Tacoma coverage 


vee! somes Twice about 


The best media value in Iowa is the one 
farmers themselves name as their best 
source of information. ‘“InFARMation 
Please No. 2’’,a study by the Statistical 
Laboratory of Iowa State College, pro- 
vides the answer to this all-important 
question. As a guide to more sales in the 
$2 billion Iowa farm market, write for 


your copy now. 


WALLACES’ FARMER and IOWA HOMESTEAD 


DES MOINES, IOWA 


[coma 


and ae always buy 
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The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


Debates Technical Details graphic arts in some future issue.| weeks. It has been highly respon- 
on 3-D Printing Job 3-D printing plates are different sive all over the country and cer- 

To the Editor: In the June 29|from the duotone process, since tainly many prospective users of 
issue of ADVERTISING AGE which halftones are made from two dif- 3-D would be discouraged if they 
we received this morning, I read ferent pieces of copy. Further, you were to find that this new process 
your article on Page 20, entitled Mention that negative copy is used. was a hit and miss deal. 


“3-D Ad Pages Pose Production Bert NUSSBAUM, 


This is quite the contrary since | 
Problem for ‘Institutions.’ ” positive copy is used in making the Secretary, Post Photo Engrav- 
ing Corp., Clifton, N. J. 


Last week when the Institutions | halftones. 
Magazine advertisement appeared! It is also stated that the register- e « e 
in ADVERTISING AcE, I telephoned | ing job belongs to the printer, who, Alphabet Amplified 
Mr. Staples, who is the editor, and|by trial and error, offsets to To the Editor: In ADVERTISING 
called his attention to several tech- achieve 3-D results. This is er- Ace for June 15 there was a col- 
nical errors which appeared in his roneous, since the plates are in umn headed “The Alphabet” and 
copy. perfect register when they reach | was disappointed to find that The 
In reading your article, it seems the printer. It is the duty of the Advertising Checking Bureau was 
that the editorial department | photoengraver to put these plates not included in this listing. 
picked up the same copy and did | into proper register by having the’ [ think that our trademark and 
not check it for accuracy. corners in register. the letters ACB are as well known 
| We are enclosing herewith our in the advertising profession as 


I would like to point out a 
errors which are in this article, circular giving you an idea of the many of those listed, and frankly, 


| I realize how easy it is for you 

to overlook something like this 
‘but why did it have to be ACB? 
EARL SWANSON, 
Vice-President, Newspaper 
Research Service, The Adver- 
tising Checking Bureau, Chi- 
cago. 

+. 


To the Editor: I think that your 
column, “The Alphabet” is an ex- 
cellent idea, but you left out one 
where you pay dues and for which 
you just sent in your renewal 
check. The name of the organiza- 
tion which I think is worthy of 
mention is the Advertising Re- 
search Foundation. I hope you will 
add it to the next list and that you 
will pardon my careful reading of 
ADVERTISING AGE. 

EpGAR KoBAK, 

Advertising Research Founda- 

tion, New York. 

e 

To the Editor: Re: The Alphabet 

(AA, June 15)—what happened 


to AAAN? It’s quite an organiza-| 


tion of 40-some good agencies. 


Advertising Age, July 20, 1953 


a listing in an advertising alpha- 
bet, surely ahead of such non-ad- 
vertising groups like CAB and 
‘SEC. And let’s not forget this is 
the Fiftieth Anniversary of ASNA. 
_ Now for a bouquet instead of a 
|brickbat. We really enjoy your 
worth while periodical, particular- 
ly Tips for the Production Man and 
'Mail Order and Direct Mail Clinic. 
|Please don’t leave them out of any 
| issues. 
DANIEL H. GorpDON, 

Sales Manager, M. M. Rod- 
| bell Co., New York. 


Spread the Word Department 

To the Editor: It isn’t only the 
| gentle lift of a feminine eyebrow, 
'the seductively puckered lips or 
'the austere eye patch that has in 
| days gone by been plagerized. 
_More recently our “Dividends are 
'a Girl’s Best Friend,’ which ran 
in the New York Times Sunday 
Magazine section on March 1, 1953, 
found itself in the windows of the 
Franklin Society Federal Savings 


and it might be suggested that 09 |8-D promotion work which we|much better known than quite a 


be corrected for the benefit of the| have been doing for the past few 


few of them. 


and Loan Assn. at 217 Broadway. 


ApaM F. Eby, Only one difference—we are not 


DELTA-C&S 


vacation incentive programs 
offer the ideal prizes for 


every type and size of 


THE CARIBBEAN 


FROM CHICAGO VIA NEW ORLEANS 


Havana (4 nights)...... $1671 
Jamaica (6 nights)..... $289°°° 


5 Country, Island-Hopping 
Cruise (15 days).... . $45678* 


*All prices per person, two per room 
plus U.S. tax 


AIA LINES 


company contest 


a full week, air-fare 
and best hotels 


$1420" 


FROM CHICAGO 


Nassau 
6 nights, all expense 


SY \ 
FP ows $2OQEO 


bod) FROM CHICAGO 


ynct 
au, o 


ort 
2) 5 
= my 
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A complete folio containing samples of free 
bulletin forms, posters, folders, etc. available 
for all types of 


company contests. 


General Offices: Atlanta, Georgia 


san yon 


Adam F. Eby-Advertising, 


Buffalo in the least bit mad—on the con- 


trary, we love it! 
a HENRY GELLERMANN, 
To the Editor: How about SRA| Director of Advertising and 
—Station Representatives Assn.?| Public Relations, Bache & Co., 
T. F. Franacan, | New York. 
Station | . °* e 


Managing Director, 
a Assn. Inc., | Willoughbys Setup Provides 
ee Services for Employes 

. 


To the Editor: In regard to man- 
To the Editor: We noted with| agement-employe relations, about 
interest your list of alphabetical which Robert Newcomb and Marg 
titles of associations and agencies Sammons wrote in the June 8 Ap- 
used in the advertising business in VERTISING AGE, maybe you might 
'your June 15 issue. 'be interested in the setup at Wil- 
However, we believe you made) loughbys. 
one glaring omission, at least from! The enclosed clipping and book- 
our viewpoint. How about listing let just about sum up the story. 
the ASNA, the Advertising Spe- Further information if desired can 
cialty National Assn.? As the fore-| be supplied. Latest service for the 
most trade organization of good) co-workers is legal advice, with- 
|will advertising firms throughout} out charge—a lawyer is here ev- 
the country, ASNA certainly rates' ery Friday afternoon to help the 


ob 


NK FARM | 
| jl ame 


‘We can still do big in Essex County, 
N. J. They ranked 14th in votes for 


the ‘change’ but also racked up the 


country’s 14th total for the Dems.” 


NEWARK, NEW JERSEY 


Represented nationally by O'Mara & Ormsbee, Inc. 
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people with any legal matter. 
MILTON M. HERMANSON, 
Willoughbys, New York. 
P. S. We think that, in propor- 
tion, we have more 25-year co- 
workers than any other retail or- 
ganization. Also, every executive 
of importance has risen from the 
ranks, starting here as a young boy 
or girl. 
* a * 


Says Ads Aren't ‘Selling’ 
in Salesman’s Language | 
To the Editor: The publicity 
given to the Duane-Jones case and 
the heavy damages awarded sound 
silly to a business man like my- 
self, who has experienced similar 
instances over the years... 

Any business man who leaves! 
his door unlocked and his cash | 
drawer open can expect disaster. . . 
But in a democracy where freedom 
of action is guaranteed, can any | 
man say his employes are slaves | 
and even what he has in his brains | 
belongs to his Master! If a man) 
leaves one’s employ, then the doors 
and records should be locked as) 
property of the original employer. 
But the man who leaves has the 
right to use his brains, even though | 
it proves detrimental to his former | 
boss. .. | 

The basic trouble is advertising 
is a sort of a racket! As a former 
salesman I make that claim. It is: 
not based on selling... Of course 
advertising does foster sales and 
get sales acceptance to some de- 
gree, but not (in the salesman’s 
idea) in proportion to the same 
amount expended on a good sales 
representative. | 

Take as an example the average 
commercial on radio! What busi- 
ness man or housewife would 
stand for a group of singers offer- 
ing their idiotic songs, followed by 
shouting and demanding voices 
telling them to buy. They would be 
shoved out the door and the latter 
slammed in their faces. It is not 
selling in the salesman’s language. 
He has to speak softly and by per- 
suasion and argument show the 
buyer’s need of the item. But that 
theory is ignored by the advertis- 
ing copywriter. Not only do they 
force down the unacceptable in- 
troduction, but they repeat and re- 
peat it. They show they never were 
salesman or experienced what it is 
to sell. Many persons like myself 
refuse to buy such articles out of 
protest and disgust... 

CHARLES V. SPARHAWK, 
Sparhawk Biological Special- 
ties, Sparkill, N. Y. 

. ° * 


Sinclair Series Planned to 
Dodge the ‘Look-Alikes’ 


To the Editor: Commenting on 
the Sinclair Oil Corp. institutional 
advertisement headed, “Open for 
Business” in James D. Woolf’s 
column in ADVERTISING. AGE re- 
cently, he says: 

“Newspaper and magazine writ- 
ers. ..have given considerable pub- 
licity to the ‘Big Inch’ pipe lines. 
They have treated this dramatic 
undertaking as news, and they 
haven’t felt the need of tricky 
gimmicks to pull the reader into 
the story.” 

He is so right! Back in 1947 I 
was writing such news-type ads 
for another client at another agen- 
cy. Yes, six years ago it was news. 
But let’s face it: Today, the easily- 
bored reading public rather re- 
gards it as the “Ho-hum Depart- 
ment.” Try running such an ad 
and see how many people will be 
interested enough to read. The 
majority will turn the page. 

This particular Sinclair adver- 
tisement is one of a series pur- 
posely designed to get away from 
the usual appearance of industrial 
institutional advertising. Browse 
through Time, Business Week, or 
U. S. News and notice all the 
“look-alikes.” They bristle with 
manufacturing plants, “cat” crack- 
ers and pipe line projects. They’re 
a dime a dozen! 

Take a look at the other ads in 
the 1953 Sinclair campaign and I 


otherwise would have been passed error.” 


starting a “Be Kind to Animal should certainly want to know, Ronayne to General Electric 


think you'll agree that we’ve used company executive. I would be in-! Three Appoint Brady Co. | 
the animal illustration approach terested in supporting the monthly | Brady Co., Appleton, Wis., has 
to advantage; in many cases to get publication ‘Railway Progress’ I peen appointed to handle adver-| 
a particular phase of Sinclair op- must inform you that your letter tising for three companies. They 
erations noted and read which based on this assumption is in are Four Wheel Drive Auto Co., 
'Clintonville, Wis.; Four Wheel 
over. Don’t you think the facts of busi- Drive Co., Kitchener, Ont., and 

No, we haven't resorted to babies | ness life should be explained in E@sle Mfg. Co., Appleton. | 
yet, and won’t. But how about your this case? A far-secing executive 


Ads” policy when often there’s what his competitors are doing) John H. Ronayne, formerly man-| 
sound reasoning behind their ex- (presumably trucks and buses do 4ger of the Better Light-Better 
istence? consider railroads competition) Sight Bureau, New York, has been 


GeEorGE D. WorRELL, 
Copy Director, Doremus & Co., 
New York. 


and, not only that, in closing both 


mind and eyes to « magazine in a| Pectric Co., Cleveland. 
competitive field, no real progress | 


‘appointed to the advertising staff, 
of the lamp division of General! staff of the company’s direct mail 


47 


Hill Named Hyster Sales V. P. 


Philip S. Hill, for the past sev- 
eral years general sales manager 
of Hyster Co., Portland, Ore., 


_maker of materials handling equip- 


ment and tractor and logging tools, 
has been elected v.p. in charge of 
all sales, a new post. 


R. L. Polk Promotes Johnson 


George Johnson, an editor of 
several sports publications pub- 
lished by R. L. Polk & Co., Detroit, 
has been promoted to the creative 


division. 


e e e would ever have been made in. 
Competition Should Be America. I rather imagine the auto 
Studied, Reader Holds people followed the horse and bug- 
To the Editor: In a recent New |8Y Magazines; one could hardly 
York Times Samuel Markel, top ignore a horse and even the truck 
executive of American Fidelity &| 49d bus industry must realize that, 
Casualty, major insurance firm in| ¢Ven today, a few trains are run- 
the truck and bus field, had turned ™98- ae 
down a subscription solicitation) Being in a 100% allied industry, 
offer for the Federation for Rail-| With no axe to grind, I can sound 
way Progress’ publication by writ- | Off neutrally. Maybe, editorially, 
ing (quoting the Times article): | you'd like to have your say? 
“While it would be natural for you HERBERT ROSENTHAL, 
to assume that, as an insurance Lamp Journal, New York. 


FILMACK STUDIOS 


AT LOWEST PRICE 
iN TV HISTORY ! 


1323 SOUTH WABASH AVE., CHICAGO 


(Greater Cleveland) 


HAMPSHIRE 


NEBRASKA 
SOUTH 


Cuyahoga County 


registers more retail sales 


than any one of 20 
entire states 


Cuyahoga County, the primary market in Northeastern 
Ohio, is one of the richest areas in the nation with 
intensive coverage by one daily newspaper... 


* 


The Cleveland Press reaches 
7 out of 10 families in the county 


DAKOTA 
VERMONT 


_ You can reach this rich compact market when you 


R advertise in The Cleveland Press... 


N 


| WEST 


VIRGINIA 


NEW 
MEXICO 


an 


*Sales Management 
5/10/53 


The leader in this $1,803,864,000 retail 


Ni 


the newspaper that is delivered to the home, 
read at home and sells at home. 


MARKET INFORMATION FOR ADVERTISERS: 


CLEVELAND HOME INVENTORY...a 2% cross- 
section of buying habits and food products in the home. 
CLEVELAND CONSUMER PANEL. . . 500 typical 
Cuyahoga County families reporting food purchases 
monthly. GROCERY DISTRIBUTION STUDY 
... annual commodity check of independents 
and chain stores. COYAHOGA COUNTY 
LIST OF FOOD OUTLETS... 


sales market. 


‘The Cleveland Press 
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PHOTOGRAPHIC REVIEW ai THE WEEK 


AH, HOLLYWOOD!—This is the fancy outdoor sign in Hollywood that’s costing Las Vegas’ Sahara Hotel $10,- 
000 for one month, about a third of it going to the six girls who'll splash around in the swimming pool. The 
dedication was in the true Hollywood tradition. At right you see Red Skelton climbing out of the pool. 


HEAVY RESPONSIBILITY—A 27-lb. gavel is being passed to John H. Kerrigan, pro- 

gram director of WHO and WHO-FM, Des Moines, at his installation as president 

of the Advertising Club of Des Moines. Passing the gavel are Lowell P. Nicholas, 

manager, Better Business Bureau, retiring president and now advisory, and J. 

Woody Beard, national advertising manager, Register & Tribune, a past president 
and retiring advisory. 


ANNIVERSARY SALUTE—Ivan Given (left), editor of Coal Age, a McGraw-Hill pub- 

lication, and Mrs. Given are amused, apparently, by a “special issue” of the pub- 

lication being presented by A. M. Staehle, publisher. This was at a company cock- 
tail party in Mr. Given’s honor. 


MERGER—Hirsch & Rutledge and Tamm-Ullman, both of St. Louis, have merged into 

Hirsch, Tamm & Uliman, with offices at 316 N. Eighth St. Pictured are the new 

agency's principals, Pau! Ullman Jr. (left), v.p. and treasurer; Maurice L. Hirsch 

(center), president, and Emil Tamm, v.p. and secretary. The staffs of both organizo- 
tions will remain intact. 


(See story on Page 15.) 
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FOR THE LAZY—A staff artist of Henry J. 
Kaufman & Associates, Washington, de- 
signed this poster and put it on the agency 
bulletin board. It offers a short cut for 
vacationers who are too lazy or indifferent 
to write post cards) They put down their 
messages ahead of time. 


BIGGER BOARD—At the National Industrial Advertisers Assn. 
convention in Pittsburgh the board of trustees for the Industrial 
Advertising Research Institute was increased from seven to ten 
members. They are, left to right (standing), William D. Crelley, 
F. W. Dodge Corp., Sweet’s catalog service division, New York; 
David F- Beard, Reynolds Metals Co., Louisville; John C. Maddox, 
Fuller & Smith & Ross, Cleveland; John C. Spurr, McGraw-Hill 
Publishing Co., New York; William C. Sproull, Burroughs Corp., 


a=~ es oe aru ure 2 


eee 


The girl at extreme right is Anna Maria Albergherti, who wore a swimming suit never meant for water. 
The man in the pool was an unscheduled part of the act. He got pushed in during the general merriment. 
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UNUSUAL MATCHBOOKS-—Los Angeles restaurateur Paul Scrivner gives out these 

unusual match books containing a horoscope reading and a two-month calendar 

covering the horoscope period. They are changed from month to month and have 

been in use for two years. Mr. Scrivner gives out 135,000 annually and credits the 
match books with a 4% to 6% increase in patronage. 


Detroit; Lawrence J. Tidrick, managing director of the institute, 
Cleveland. Left to right (seated): W. B. Montague, Jeffrey Mfg. 
Co., Columbus; John F. Apsey Jr., Black & Decker Mfg. Co., Tow- 
son, Md.; Gene Wedereit, Girdler Co. & Tube Turns Inc., Louis- 
ville, and George O. Hays, Penton Publishing Co., Cleveland. 
Not shown are Bennett S. Chapple Jr., U. S. Steel Corp., Pitts- 
burgh, and Kent S. Putnam, G. M. Basford Co., New York, who 
serves ex officio as treasurer of the institute. 
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THEY 


The CoMPANION reaches larger families . . . families with more 
children than any other women’s service magazine.* Every ad 
in the COMPANION reaches the mothers of 4,467,742 kids . . . 
gives advertisers more children per advertising dollar than any 
other magazine in the field. 

Mary Bentley of Lynn Baker, Inc. is shown here discussing the 
significance of this finding with COMPANION representative 
Jim Walsh. 

When you convince a COMPANION-reading mother, you sell the 
“purchasing agent” of a bigger consuming unit than you could 
possibly reach with any other women’s service book. 

What's more, women buy the COMPANION to learn more about 
the care and feeding of their families. Your ad, therefore, does 


HAVE MORE CHILDREN, CONSUME MORE PROD 


““Vitally important for advertisers,’’ says Mary Bentley, Lynn Baker, Inc. Media Director 


not change the subject. It is the subject. 


To serve up news of food products, of toiletries, appliances, 
clothing, of any home-and-family product . . . there's no better 
book, no better buy than WOMAN’S HOME COMPANION, 


PANTO: 


*Stewart, Dougal! & Associates 


V Sunita k ( 


SJ ome 


The Crowell-Collier Publishing Company — 640 Fifth Avenue, New York 19, N. Y.— Publishers of Woman’s Home Companion, Collier’s, The American Magazine 
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THE ADVERTISING Market PLACE 


Rates: $1.00 per line, minimum charge $4.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. Deadline Wednesday noon 12 days 
preceding publication date. Display classified takes card rate of $12.75 per 


column inch. Regular card discounts, 


HELP WANTED 


size and frequency, apply on display. 


HELP WANTED 


ADVERTISING MANAGER 


Advertising Manager, 


Prominent advertiser in the home fur-| circulation weekly, prosperous growing 
nishings field seeks experienced adver- | Ohio city. Paper’s development plans and 
tising manager. He should be thoroughly | hospitalization of key longtimer open chal- 
qualified to handle the responsibilities of | lenging opportunity. Above-average week- 
a fascinating many-faceted job requiring ly paper salary plus practical bonus plan. 
a creative approach, some writing, pro-| Write Morton Frank, Publisher, 848 North 


duction know-how. A grown-up well- 


balanced personality is important, to in-| 


sure pleasant relations with his associates. 
and with editorial contacts. Some travel 
involved. Salary sufficient for a good life 
in a pleasant community a few hours from 
New York. Write, fully, in confidence. 
Box 5843, ADVERTISING AGE 
801 Second Ave. New York 17, N. Y. 


ADVERTISING-SALES-PROMOTION 
Quality jobs for qualified men and women, 
THOMAS PERSONNEL 
8 S. Michigan FR. 2-6230 Chicago 
PRODUCTION-TRAFFIC MAN 
(or woman) wanted by small 4A agency 
in southwest. Prefer experienced person 
in late twenties. Opportunity to make im- 
portant place in progressive agency. Write 
giving full background, information, sal- 

ary required, when available. 
Box 5844, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ul. 


FRED J. MASTERSON 
ADVERTISING - PUBLISHING 
All types of positions for men and women. 
185 N. Wabash Fr 2-0115 Chicago 


COPY CHIEF: Young, ambitious agency 
copywriter ready to step up to first chal- 
lenging job as our first copy director in 
17-man Eastern agency, billing about mil- 
lion, specializing industrial accounts. 
Small city, beautiful countryside, excell- 
lent living conditions and schools, agency- 
paid insurance program, annual bonus, 
ample salary. Write “President”, 
Box 5838, ADVERTISING AGE 
801 Second Ave. New York 17, N. Y 


MOLENE PERSONNEL 
SPECIALISTS IN GOOD JUDGMENT 
ANdover 3-4424 
BANKERS BLDG. CHICAGO 11, ILL. 


MICHIGAN AVE. ADVERTISING AGEN- 
CY HAS SPACE AVAILABLE FOR ART- 
IST. RENT IN EXCHANGE FOR ART 
WORK. 

Box 5852, ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Ill. 


Got a Job 
for a 
Dynamite 
Specialist? 


. . « A promotion man, that is, who 
can develop sales ammunition that 
booms business ! 


... Aman with real sales sense and 
promotional know-how—acquired in 
twenty-odd years of merchandising 
— advertising — selling —and pro- 
moting many types of consumer 
goods and services! ! 


+ «+ @ man with ideas—who can 
help build better sales meetings— 
selling tools — sales contests — and 
incentive programs—for distributors 
and dealers—as well as for sales- 
men!!! ; 


. . » For past eight years with big- 
name firm—now ready to move into 
righthand spot with top man in sales 
—or attractive spot in sales promo- 
tion or merchandising—with manu- 
facturer or agency. Eastern seaboard 
preferred. Box 582, ADVERTISING 
AGE, 200 E. Illinois St., Chicago 
11, W. 


| Market, Canton 2, Ohio. 


21-year-old large 


BARNARD 

| A service for employers and applicants 
| in the fields of advertising and publishing. 
| Office and Professional CEntral 6-3178 
176 W. Adams Street Chicago 3, Ill. 


ACCOUNT EXECUTIVE: Heavy experi- 
ence copy-contact bakery and/or chemical 
equipment accounts to assist agency offi- 
cer handling major account, handle 
smaller industrials himself. Salary medi- 
um to high four figures, numerous fringe 
benefits, bonus. Eastern location. 
Box 5837, ADVERTISING AGE 
801 Second Ave. New York 17, N. Y. 


COPYWRITER, MAIL ORDER EXPER- 
IENCE. EXTRAORDINARILY GOOD OP- 
PORTUNITY LONG ESTABLISHED 
MICHIGAN AVE, AGENCY. 

Box 5853, ADVERTISING AGE 

200 E. lilinois St. Chicago 11, Il. 


MAGAZINE CIRCULATION MANAGER 
National monthly magazine with over 300,- 
000 circulation is planning expansion pro- 
gram. Man who knows how to build 
subscription and newsstand circulation is 
needed, Should be capable of writing own 
direct mail circulation producing cam- 
paigns; also experienced in_ building 
newsstand circulation. Write giving full 
details and salary expected. This is a 
great opportunity for a well-paying perm- 
anent position for the right man. 
Box 5842, ADVERTISING AGE 
801 Second Ave. New York 17, N. Y. 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS-PLACEMENTS 

209 S. State St. Ha 17-2063 Chicago 


JR. ACCOUNT EXEC. Icoking for a real 
opportunity to step in, handle copy and 
contacts on doing accounts about half 
small industrials, half consumer, Chance 
to develop for self-starter. Recognized 
agency, entirely self-contained, in Penn- 
sylvania city. Starting salary $5,000-$6,000. 

Box 5839 ADVERTISING AGE 

801 Second Ave. Chicago 11, ILL. 


Newspaper ad man to write, layout, sell. 
Above-average salary on long established 
growing Ohio weekly. 

Box 5841, ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Ul. 


INDUSTRIAL 
ADVERTISING MANAGER 


Western Michigan machinery man- 
ufacturer offers good opportunity 
to young married man, 30-35 years, 
with industrial background and 
sales promotional experience. We 
are looking for a man with initia- 
tive and drive—capable of con- 
ceiving and executing complete 
promotions, and directing prepa- 
ration of bulletins, catalogs, direct 
mail. Write Box 581, Advertising 
ag a E. Illinois St., Chicago 


SALES MANAGERS 


Elmer Wheeler’s 19th consecutive Sizzle 
Lab will be open, for the first time in its 
history, to sales execs. For 3 days see 
demonstrations—under Elmer Wheeler in 
person—of new, tested ‘‘post-boom”’ tech- 
niques created in the E. W. ‘‘Laborato- 
ries’’ for today’s salesmen, and learn how 
a “Sizzle Lab’’ operates for 125 schools 
and 247 leading corporations over 19 years. 
Chicago meeting starts Aug. 9; N. Y. on 
Nov. 8. Fee for session $225. Reservations 
limited. Theme for meeting: ‘‘Sink or 
Sell’. Write or wire for details. 


FREE TO SPONSORS 


Franchises for promoting the new Elmer 
Wheeler Sales Training Course are now 
being granted. Anyone who attends the 
3-day meeting and is awarded franchise 
at that time will secure 100% refund of 
tuition fee, 


ELMER WHEELER INSTITUTE 
Box 7081, Dallas 9, Texas 


accounts. Straight thinker, deft 


Reply confidential. 


200 E. Illinois St. 


Well Paid, Well Qualified 
Food Copywriter Wants Job At 


LEO BURNETT 


Expert young woman writer, now holding 5-figure agency job, 
offers strong background on food, package goods, sell-women 


evidence of abilities whenever Mr. Burnett can interview. 


Box 578, ADVERTISING AGE 


writer, hard worker. Can show 


Chicago 11, Ill. 


| POSITIONS WANTED 
TOP CREATIVE EXECUTIVE 


Available for big-league Agency, Sales | 
Promotion firm or Manufacturer. Twelve | 


| years’ experience as copywriter, 


copy- | 


contact, copy chief and account executive | 


| 0n major automotive accounts, plus 8 on | 


|a variety of consumer and industrials, in- 


cluding beverages, appliances, electronics | 


jand marine. Expert on sales promotion, 
direct mail. Valuable background in sales 
and other advertising-related fields. Age 
49. Salary minimum: $15,000. 

Box 5847, ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Ill. 


| COPY CHIEF AVAILABLE NOW for 


copy contact, acct. exec. or asst. adv. mgr. 
Seasoned, versatile: 5 yrs. dept. stores; 4 
yrs. tires, batteries, insecticides; 1 yr. 
media prom. Hard working, conscientious, 
genuine. Hates cliches. Except. writing 
punch. Conservative habits. $9600 or more. 
Box 5848, ADVERTISING AGE 
801 Second Ave. New York 17, N. Y. 


Young govt. economist, analytical mind, 
expd. in statistical research and report 
writing, seeks oppor. to prove value. For 
detailed resume write H. Neumen, 373 N. 
Glebe Rd., Arlington, Va. 


AVAILABLE AUG. 1 
Creative salesman for exec. contact. Sls. 
mgr. past 5 yrs. for real tough sell. Ref. 
from top men in adv., publishing and 
sales. Work hard, expect ample reward. 
Age 45. Will relocate. 

Box 5849, ADVERTISING AGE 

206 E. Illinois St. Chicago 11, Ill. 


Young creative cartoonist with 9 yrs. 
studio, agcy., ind. and mag. prod. exp. 
desires full time position. $6,000 to start. 
Family man. Box 5846, ADVERTISING 
AGE 200 E. Illinois St. Chicago Ill. 


BUILDING MATERIALS SPECIALIST 
Editor, copywriter, public relations man, 
aged 35. Able to write creative consumer 
and industrial copy. Good visualizer— 
can do rough layouts, turn out some fin- 
ished art, handle camera assignments. Ty- 
pographically inclined. Able to do sales 
promotion pieces, house organs, etc. Pre- 
sently with trade magazine. 

Box 5845, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


For Sale: Creative advertising and edito- 
rial ability, plus ambition and devotion to 
duty. Weekly newspaper, house organ 
editor with 6 years thorough grounding 
in advertising, writing, photography, is 
ready for advertising opportunity, prefer- 
ably as somebody’s right-hand man in 
agency or industrial ad dept. Journalism 
graduate; 31; family. Excellent references. 

Box 5840, ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Ill. 


PUBLIC RELATIONS DIRECTOR 
Seeking organization conscious of public 
responsibilities, or agency with PR de- 
partment. Widely connected New York, 
Chicago. Presently director multi-million, 
newly organized southern’ corporation. 
Experienced broadest concepts PR phil- 
osophies, methods, functions. 

Box 5831, ADVERTISING AGE 

200 E. Illinois St. Chicago 11, IIl. 


REPRESENTATIVES AVAILABLE 


PUBLISHERS REPRESENTATIVE: Ex- 
perienced representative with offices in 
Chicago will be happy to discuss your 
sales needs in this area. 

Box 5850, ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Ill. 


BUSINESS OPPORTUNITIES 


DIRECT MAIL BUSINESS—125,000 prov- 
en direct mail buyers on Elliott plates, 
Elliott equipment, cabinets, etc. A real 
opportunity to start or expand your own 
direct mail business. FACT, INC., 1005 
Olive St., St. Louis, Mo. 


Publisher-Client wants to buy small pub- 
lication property. State gross, net, asking 
price, circulation. John H. Reardon, 450 
E. Ohio St., Chicago 11, Il, 


MAGAZINE WANTED 


We want to sell, in the mid-West terri- 
tory the advertising space of one more 
Trade Magazine on a commission basis. 
Publication must have standing in its 
field. We've had a very successful record 
in this field of endeavor. 
Box 583, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


TOP CREATIVE-PRODUCTION 
MAN AVAILABLE 


Ex-Studio owner, T. V. films, color 
magazine ads and color trade work 
for Litho. and Letterpress. Half 
artist, half technical and a lot of 
sound creative ideas. 

Attn: Agencies—Lithographers. Box 
580, Advertising age. 00 E. Illinois 
St., Chicago 11, Til. 


THIS IS IT... 
for the right MAN 


Here is the SPOT the right man 
is looking for. Yes, an oppor- 


tunity to begin at a five figure 
salary with one of the country’s 
most progressive trade paper 
publishing organizations. 
This man must know all phases 
of Business Paper Publishing, 
EDITORIAL — CIRCULATION 
— PROMOTION — DIRECT 
MAIL — PRODUCTION — 
COSTS — LAYOUT — ADVER- 
TISING — SALES MANAGE- 
MENT—A N D 
HE MUST BE AN OUTSTAND- 
ING SALESMAN WITH OUT- 
STANDING RECORD. 
References, photo and home 
a with complete detailed 
ckground necessary. Write 
Box 579, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, 


@ 


of the full-page four-color Luxite hosiery 


agency, Weiss & 


si eT 
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THIS 1S CHEESECAKE?—Caught at a recent sales meeting seated beneath a blowup 


ad for Holeproof Hosiery Co.'s fall cam- 


paign are (left to right) Russ Felzer, Holeproof promotion and advertising manager; 
Gustave Frankel, Holeproof president, and Byron Bonnheim, vp. of Holeproof’s 


Geller, Chicago. 


Department Store Sales... 


Summer Sales Sag 


Hits Low for ‘53 


WASHINGTON, June 14—In the 

week ended July 4, U. S. depart- DEPARTMENT STORE 

ment store sales continued their a SALES INDEX. 

midsummer sag, falling to the low- 1947-49 equals 190” 

est levels this year, according to 

Federal Reserve Board figures. iene 
With sales volume down to a Week to July 4, 53 -.-- p80 

year’s-low index figure of 80 in Week to July 5, hah 

the July 4 week, the big retailers Week to June 27, heard 

could still point to a 1% edge over Week to June 28, Ba" 91 

the corresponding week of 1952, Week to June 20, ’53*..111 | 

however. Week to June 21, ’52*...98 J» 
Mainly _Tesponsible for the *Not seasonally adjusted. 

week’s decline was the fact that pPreliminary. 

Independence Day fell on Satur- 

day, thus knocking out a big trad- ee 

ing day. On the other hand, the 

board pointed out that last year| Metropolitan Areas 

many stores only had a four-day]  [UtHe ROCK em. ee 

week, while this year everybody St. Louis ao uh af 

worked five days. Memphis 6 —7 2 
Thus, a sales comparison based| Minneapolis District ..... - 3 Ss 

on number of selling days per| Minneapolis-St Paul. 14 3 3 

week would tend to make this Minneapolis City .... 18 3 0 

year’s July 4 week look worse than Pe » POE SID sestericsseiee 7 4 8 

last year’s. tre 

Duluth-Superior _........ 30 5 9 
For the year to date (26 weeks) | kansas City District .. 19 r—5 —16 
the big stores were still 5% ahead} Metropolitan Areas 

of 1952 in sales. DONVEL  oresseseese . 17 0 —10 

% Change from ’52 Topeka ..... 21 —13 —24 

Week Ended Wichita ....... ae a || 

Federal Reserve June June July St. Joseph 18 _ mea 
District, Area, and City 20 27 4| Oklahoma City ............ - =) td 
IEE. Yimedibaslinticciesdatncecte 31 -—5 —12 

UNITED STATES ........... 13 3 1] City 
Boston District .............. 12 9 5 a : 

Metropolitan Area eo |e. es 19 —5 —20 
see: a pemnttione, 13 4 15 Dallas District .............. 14 1 —12 
Cities aWwrence ...... Metropolitan Areas 
Dentiene Getlen . 7 7 9 gene Nipnaniesouiliiscmensecteaninns = = —— 
Springfield oocccccu. 19 11 7 Fort Worth 13 3 ie 
PrOvideNCe .o.ccccccccseeeeeees 13 11 0 Stecnnten ; 12 — = 
New York District .. 2 8 2 & —i4 
Moetrepeliten Arees ‘ - DD sccnsisconion 2 —11 0 
eae 5 (10 19] “Oe Feenciece Ditrict. 16 m1 << 
Rochester 13. ril4 21 Metropolitan Areas 
Succes 25 5 11 EAB GRRBIOE crcrcecescoccoscee 23 5 5 
Cities Downtown Los 
fe 8 r7 11 oe a. eres 10 . -— 
NS 10 86rd 11 on vr ee 

Philadelphia District ...... + | ——— a a. 
City een 8 —4 —17 
Philadelphia uc... 4 19| Sam Francisco-Oak- 

Cleveland District ........ nitiw ng = 
Metropolitan Areas San Francisco City .. 9 -—-6 —12 
geal 10 oO —7 Oakland City 32-2 -—9 
Cincinnati ... 14 S «tt hice 9 —12 —9 
Columbus 18 7 —5 Salt Lake City 22 0 —10 
Toledo ........ 10 «63 —14| Seattle es = «6 
ya 19 10 —4| Spokane ua =8 —i 
Cities hae oa 
INTE sctsscccccsessinsnness 9 3 -—9 r—Revised. 

PERT oc ciccsecscsssccersses 10 3 3 *Data not available. 

Richmond District .......... oo —2 7 
M 1 : 
ae —— _» 2  7|Chambers Begins Summer Ads 

Downtown Wash- Chambers Corp., Shelbyville, 
Bh no “= 7 . Ind., maker of gas ranges, will 
+o meng ; 4 keynote “cool cooking” in its sum- 

Atlanta District .......... 11 —11 4} ™er promotion. The campaign will 
Metropolitan Areas be concentrated in newspapers and 
Birmingham  ...ccce.. 9 —11 ~—1| Chambers dealers and distributors 
Jacksonville occ 0 —27 —g9|will be supplied with a series of 
eS —2) eight newspaper mats on the cool- 
Atone a po er cooking theme. Ovesey, Berlow 
von p+ Alena diddeascnnl 26 —13 3 & Straus, New York, is the agency. 
III | acschtsistttapsecevscessens 0 —14 17 

Chicago District... 16 #5 | Lavoie Labs. Names Picard 
oo Areas sis). s|_-«“Lavoie Laboratories Inc., Mor- 
Indianapolis .... - 18 —2 13| Sanville, N.J., maker of electronic 
Detroit ecco 17 13 4) equipment, has appointed Picard, 
Milwaukee ............. i 10 & —5|/Marvin & Redfield, New York, to 


St. Louis District .......... 


18 5 —7 ‘handle its advertising. 
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Merchandising Plan 
Started by Rexall 


as Monthly Service 


Los ANGELES, July 14—Rexall 
Drug Co. has begun a new month- | 
ly merchandising program service 
for its franchise holders, which. 
will coordinate merchandise, ad- | 
vertising, displays and salesman-| 
ship in the manner of drug chain) 
operators. | 

The new service was announced | 
in the company’s dealer publica-| 
tion, Ad-Vantages. It is introduced | 
by C. E. Cooper, v.p. in charge of | 
marketing. In making the an-| 
nouncement, Mr. Cooper asserts. 
“today’s competition makes it) 
mandatory for the druggist to in-| 
tensify the promotion of his busi-_ 
ness. 

“More and more, the sales of 
health and beauty products are go- 
ing to grocery stores, syndicate | 
stores and other non-drug outlets. | 
Drug sundries and even toys are| 
being featured in many of these.” 


@ Mr. Cooper said the plan will 
offer a definite program for the 
current month throughout the 
year. The basic idea covers all 
phases of the merchandising acti- 
vities of a retail drug store ‘and 
should very closely parallel the 
general programs of the large 
Rexall and other chain drug 
stores.” 

The service will also point out 
the open market brand products 
that have the greatest customer 
acceptance in each type of item 
and are worthy of display and pro- 
motion along with featured Rexall 
products. 

Ad-Vantages will publish the 
service in a special section each 
month. The first section, said to be 
typical, breaks down in this fash- 
ion: a page discussing July holi- 
days and activities as they relate to 
potential drug store business; two 
pages listing and pricing Rexall 
items to be featured in its July ad- 
vertising, and a page headed “‘sea- 
sonal merchandise” which lists 
types of items selling well in July. 
It also plugs promotion of soda 
fountains and tobacco depart- 
ments, and urges druggists to con- 
sider the potential in toys and 
games. 

One page gives a complete run- 
down on all Rexall advertising in 
July; another stresses the elements 
of successful selling. Indicative of 
the importance placed upon dis- 
play, 11 pages of the 18 pages in 
the section are devoted to this sub- 
ject, with pictures and “how-to- 
do-it” information. Most of the 
display material relates to mer- 
chandise being featured by Rexall 
in July advertising. 

The section concludes with this 
recommendation: “FOR VOLUME 
SALES, display the following open 
market brand leaders: Colgate 
toothpaste, Halo shampoo, Stopette 
deodorant, Mennen shave cream, 
Cashmere Bouquet talcum, Wild- 
root hair tonic, Williams after 
shave lotion, Max Factor lipstick, 
Cutex nail polish, Bisodol, Alka- 
Seltzer, Lavoris, Rybutol, Gillette 
razor blades, Dr. West tooth brush- 
es, Modess sanitary napkins, Klee- 
nex tissues, Eastman films and 
cameras.” 


‘Journal’ Publishes 5 Days 


The Wall Street Journal has 
dropped its six-day publishing 
schedule in favor of a five-day 
week. News and features previous- 
ly published in the Saturday edi- 
tion, it was said, will now be com- 


counts. 


bined with the Monday paper. 


WTRF Names Hollingbery 


George P. Hollingbery Co. has | 
been appointed to represent WTRF, 
and WTRF-FM, Bellaire, O., and 
WTRF-TV, Wheeling, W. Va. 
Walker Representation Co. former- 
ly handled the radio station; its 
sister TV station is due on the air 
this fall. 


'Cary-Hill Adds 6 Accounts 


Cary-Hill, Des Moines and) 
Kansas City, has added six ac-| 
They are Armand Co.,! 
Des Moines cosmetics maker! 
(newspapers) ; Brownie Co., Grand 
Rapids, Mich., producer of busi- 
ness forms; F. B. Dickinson Mfg. 
Co., Des Moines manufacturer of 
vending machines and farm equip-_| 
ment; Great Western Stage Equip- 
ment Co., Kansas City, theater 
supplier; Harper & McIntire Co., 
Ottumwa and Cedar Rapids dis- 
tributor, and Eldon Miller Inc., 
Iowa City hauler. James R. 
Stevenson, formerly with the Des 
Moines Register & Tribune, has 
been named group art director in 
the agency’s Des Moines office. 


Black & Decker Promotes 3 


John F. Apsey Jr., since 1935 
advertising manager of Black & 
Decker Mfg. Co., Towson Md., 
maker of portable electric tools, 
has been promoted to marketing 
manager. At the same time, G. 
Ross French, assistant advertising 
manager, has been promoted to ad- 
vertising manager. Robert A. Mc- 
Grain, with: the company since 
1952, has been promoted to sales 
promotion manager. 


i 2A 
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NEW ROOM FOR TRAVEL—Advertising people 
traveling in groups between Chicago and St. Louis like 
the luxurious privacy of the new “Blue Bird Room” 
aboard the Wabash Domeliner Blue Bird. Refreshments 
and meals can be enjoyed in the “Blue Bird Room,” 


which may be reserved before train departure time with 
six to ten first-class tickets. The beautiful Blve Bird 
also features Dome seats (no extra charge), diner and 
cocktail lounge, as does the Wabash Domeliner City of 
Kansas City, between St. Louis and Kansas City. 


“Good Times’ 


for a lot of 


Detroit Merchants 


means 
The Detroit Times— 
—11/7. MILLION 


Detroit Times People 


can make a 


lot of difference 


on that 


cash register— 


and your 


ledger. 


The Detroit Times “HALF” of the Detroit Market 
Is Just as Important as the “Other Half” 


REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE 
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How BIG is the 


The market LIFE reaches with a single issue (11,880,000 households*) 
is big enough, all by itself, to consume the entire yearly 
production of most brands, many manufacturers, many entire industries. 


*From: A Study of the Household Accumulative Audience of LIFE (1952), by Alfred Politz Research, Inc. 


For example, in major appliances: 


If, this year, the makers of home freezers sold a new freezer 
to just one out of every 10 of the households reached by a 
single issue of LIFE, sales to this group alone would con- 
siderably exceed the 1952 retail sales of all home freezer 
manufacturers combined. 


Because LIFE is so big nationally, it is a tremendous 
sales power locally. 

Appliance manufacturers know this. In 1952, they spent 
$7,181,939 for advertising in LIFE—more dollars for 
selling than in any other magazine.** 


Distributors are well aware of this. Last year 13 major 
outfits, representing every section of the country, spon- 
sored LIFE promotions among their 313 dealers. 


Retailers see LIFE’s impact at first hand. In 1952, nearly 


**Source: P.1.B., gross figures. 
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For example, in small appliances: 


If, this year, the manufacturers of electric toasters sold 
only one toaster to just one out of every three households 
reached by a single issue of LIFE, sales to this group alone 
would exceed the entire 1952 toaster sales of all manufac- 
turers combined. 


2,800 of them ran store-wide ‘‘Advertised-in-LIFE”’ pro- 
motions. And figures for 1953 already indicate that nearly 
twice this number plan promotions this year. 


Straight down the line, more and more appliance men 
are finding out what the LIFE market means to them. To 
further this realization, LIFE maintains a staff of retail 
representatives who make thousands of personal calls 
yearly on the nation’s retailers and wholesalers, explaining 
in detail how national advertising results in local sales. 


The way LIFE sells appliances—sells appliance men on LIFE 
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Salesense in Advertising... 


Retail Advertising Should Sell IDEAS 
As Well As Bargain Prices 


By James D. Woolf 


(Mr. Woolf is an advertising con- 
sultant who spent many years as 
v.p. in charge of creative activities 
of the western offices of J. Walter 
Thompson Co.) 


A local merchant in my town of Santa 
Fe said to me the other day that, except 
for cut-price sales, he has been unable to 
make his newspaper advertising pay off 
in clearly discernible results. This store 
deals in  ready-to- 
wear apparel, includ- 
ing footwear, for both 
men and women. 

“I no longer adver- 
tise,” he told me, “ex- 
cept for an occasional 
announcement of a 
clearance sale.” 

This attitude among 
retailers concerning lo- 
cal advertising, wheth- 
er in newspapers or other kinds of me- 
dia, is not new. A large percentage of all 
retail advertising consists altogether of 
cut-price offers. Especially is this true of 
the advertising done by food stores, the 
heaviest buyers of space, I believe, in our 
local daily. There are several large super- 
markets here, independently owned, in 
addition to two chain units, one operated 
by Furr Food Stores, the other by Safe- 
way. Every Thursday and Friday these 
stores let loose a barrage of price adver- 
tising so heavy that it completely domi- 
nates the paper. 

None of the copy in these big units of 
space, usually pages, is of an institutional 
nature. At least not very often. Little or 
no attempt is made to sell the store—its 
policies, its ideals, its standards, its goals, 
its burning desire to “Give the Lady What 
She Wants.” 


James D. Woolf 


Limitations of Bargain Advertising 

I do not agree with my friend, the 
ready-to-wear merchant. I do not agree 
with the super-grocers. I do not agree 
with any advertiser whose sole conception 
of advertising begins and ends with its 
usefulness as a vehicle for announcing 
cut-price bargains. 

I am not saying that bargain prices do 
not have tremendous appeal to the shop- 
per. They do, of course. But I am saying 
that there are great limitations to adver- 
tising that confines itself solely to cut- 
price announcements. 

Illustrative of what I am driving at is 
an article that ran in the February, 1948, 
issue of Reader’s Digest. Possibly you can 
find it at your local library. The piece 
is about an adman, Fred S. Beck, and 
was written by Roy S. Durstine. Mr. Beck 
at that time wrote a paid column of ad- 
vertising for the Farmer’s Market of Los 
Angeles. Here is a fairly typical sample of 
Mr. Beck’s copy: 

“Today’s tomatoes at the market are 
even too punk to throw at tenors. Better 
wait until tomorrow.” 


Or, wrote Mr. Durstine, Beck would ad- 
vise housewives to lay off peas for a few 
days because the field where peas’ should 
be coming from just now has been rained 
out. Hence peas are offish and overpriced. 
“We will advise you when peas are ripe 
again.” Beck, in his column, advised 
growers of vegetables and fruits to bring 
only fresh stuff and added that if they 
tried to palm off any of yesterday’s pick- 
ings they would be kicked out—and their 
produce, too. 

“Housewives,” reported Mr. Durstine, 
“came in droves.” 


All Well-Run Business Is Interesting 

I am not necessarily recommending 
Fred Beck’s copy style and procedure 
as the one and only advertising program 
for retailers generally. I cite it simply as 
an interesting example of what one man 
did to “institutionalize” his advertising as 
a plus value to the necessary price news. 

Billions of dollars pass over retail 
counters from buyers to sellers every year 
solely on the strength of the buyer’s con- 
fidence in the seller. 

It is my belief that retail advertising— 
or any kind of advertising for that mat- 
ter—should sell ideas as well as products. 

Progressive merchants know that con- 
sumers are persuaded in their buying 
inclinations by the character of the store 
selling the merchandise as much as by 
the price and quality of the goods offered. 

I hold to the view that every well-run 
business is interesting. But my local 
ready-to-wear merchant seems not to 
believe this. His business is well-run and 
exceptional in many ways. His policies are 
praiseworthy and he has a right to be 
proud of them. 

Over and above his occasional an- 
nouncements of clearance sales, I believe 
that a consistent campaign of ads of me- 
dium size, each presenting a fact of in- 
terest about his store—its policies, its 
management, its objectives, ete.—would 
be a profitable long-haul investment. 


The Need for Merchant Education 

Who is going to educate retailers, in- 
cluding chain units, to the point of view 
expressed here? Who is going to make 
them see that advertising can be a pow- 
erful tool for selling ideas—public rela- 
tions ideas—as well as bargain-priced 
products? 

First of all, I think, the newspapers. 
By and large, their efforts in this direc- 
tion are pathetically impotent. 

Secondly, the manufacturers. Many of 
them are trying hard, but there is vast 
room for improvement. I deplore especial- 
ly the stock ads, in the form of mats and 
electros, that are supplied indiscrimin- 
ately to the retailer. 

If any of my readers, newspapers or 
manufacturers, feel they are doing an 
outstanding job of merchant education, 
I’d like to have the facts for a piece in 
this column. 


The Search for Al 


By Norman Heller 


A researcher comes forth here with a rebuttal to Walter O’Meara’s doubts 
(expressed in his Four A’s speech, reproduced in the June 8 issue of AA) 
concerning the value of routine research. Norman Heller is a member 
of the research staff, Agencies Research Division, Prudential Insurance Co., 
and is an instructor in the marketing department of Rutgers University. 


Standing on the convention platform and 
knocking down straw research men in the 
name of Al (the great old copywriter) 
seems to be a contemporary advertising 
sport, but I’m getting bored with it. (Of 
course, it does make for sensational speech 
material with plenty of that old “im- 
pact.”’) 

It is about time, however, someone gets 
up, buries Al good and deep, and defends 
research. It has been contended by the 
protagonists of the above sport that they 
have never seen a great campaign come 
out of research although they “have seen 
quite a few great campaigns produced 
without benefit of a single consumer ques- 
tionnaire.” And to make the situation 
worse, our protagonists go on to state, 
“research ...gets in the way of creative 
copy,” and “creates a climate in which 
imaginative thinking is stifled.” (We 


I AM ONLY FORTY 


must not forget that this is always pre- 
ceded or followed by a psalm which goes: 
“IT hope nobody will carry away from 
here the idea that I don’t believe in re- 
search.”’) 


# A basic defense to this sort of thing 
would be to immediately request a state- 
ment of the criteria used to label a cam- 
paign “great.” Are the criteria esthetic? 
Social? Authoritative? Personal? Liter- 
ary? Economic? What is the definition of 
“great”? However, since this type of de- 
fense sounds “researchy,” and since we 
really cannot measure the greatness of a 
campaign to our own satisfaction, we will 
change tactics. 

At the recent Advertising Forum of the 
Chicago Tribune, Fairfax M. Cone stated 
that “if we can get our theme from the 
minds of our customers, we will do a bet- 


And I think the thing that makes me tired like sixty 
is the "current" gigi analysis about why advortising 


isn't any good any more. 


{ ) 


Tell you why. 
BEFORE 


j Take copywriters. 
good ones any more. 
Then, suddenly, they broke the mold. 
Hopkins, Young, Winters, Kudner -- 
these guys were squeezed out through 
the straight and narrow, 
that fissured the form and subsequent 
adwriters have all been defective. 


They don't make 
They used to. 


Naturally, 


First of all, the guys today don't get 


out and sell. 
just "wordsmiths". 


Then there was the war. 


With no practical sales experience they're 


The war gouged a big hunk of 


training period out of today's writers so they never 


learned how to handle words, 


writers. 


AFTER 


And, too, agencies today shove writers 
off to the side and they never get wind 
of the advertiser's real problems. Account 
men look and look and can't find the 

So the writers just learn to 
make ads instead of sales. 


On top of that, they all wear Brooks 
Brothers suits and drink their lunch. 


See? No wonder ads are no good today. 


But back a few years -- oh, boy! You think copywriters 
used stilted phrases, copied other ads, wrote what the 
908s or client would accept, sported "23-skidoo" clothes 
or wanted to live like "rich people"? No sir <= never! 
They all were that cool in the films, the one that's a 


newspaperman detective, 


Only more so, 


There's only one 


reason why more of them didn't make more money for clients 


and themselves. 


Most of them wore like most copywriters today. 


! = 
HIS ANSWEk—King Park, copywriter at Leo Burnett Co., Chicago, offers this reply to 
recent comments on copywriting in the days of yore. 
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ter job than if we create our own theme.” 
He went on to discuss a search for a theme 
for Frigidaire and what occurred when 
research was conducted on recent Frigi- 
daire buyers. Some of the respondents 
stated, “Now I can shop only once a 
week.” This became the campaign theme. 
I would like to make a point, however. It 
took a creative mind, possibly a copy- 
writer’s, to recognize the theme potential 
of this statement. 

There are numerous examples of cam- 
paigns, possibly great ones, that were 
developed with the aid of research. The 
De Beers diamond campaign is a prime 
example. Mogen David wine is another. 

As for research stifling creative copy, 
I will admit that a shortcoming in the 
advertising field is that too much of pres- 
ent day copy stops with research rather 
than starts with research. In other words, 
too much of present day research is nega- 
tive rather than positive. Negative re- 
search occurs when the copy department 
submits several creative gems, and re- 
search says no to this one or that one and 
gives the green light to the third. This 
is an example of research on copy. Adver- 
tising needs more of the reverse—copy 
developed through research, positive re- 
search, the “what-to-say” type of re- 
search. 


s I am happy to say that a trend toward 
this type of research has taken hold and 
is increasing, and it is not eroding or 
weakening the copy function. I doubt if 
creative copy is stifled when Ernst Dich- 
ter points out that ice cream is eaten for 


Tips for the Production Man... 


About Legibility 


By Kenneth B. Butler 


(Mr. Butler is head of the Way- 
side Press and of Kenneth B. Butler 
& Associates, Mendota, IU.) 


Back in the spring H. E. Anderson, 
typographer of Evanston, Ill., wrote me 
some of his thoughts about type designs 
and legibility in type selection. He re- 
fuses, he says, to take a course in speeding 
up his reading habits, and is not so sure 
that some of the modern experimenta- 
tion in typography has left us with any- 
thing desirable. 

I still hold that experimentation is 
healthy. It’s our form of research in the 
graphic arts. But I'll go along with him 
on the legibility stuff. 


@ Mr. Anderson says our alphabets were 
originally comprised of different ‘“pic- 
tures,” and that some modern type design- 
ers disregard this and produce a face that 
monotonously makes each letter a coun- 
terpart of the others—thus losing the 
individual “picture” idea on which swift 
reading is based. 

He is against much leading out or line- 
spacing. I think most of us would disagree 
with this premise, although excessive 
line-spacing explodes the text, giving us 
a series of lines instead of quickly-read 
copy blocks. I think leading bears a rela- 
tionship to length of line and we'll have 


The Eye and Ear Department... 


voluptuousness, or when Mason Haire 
demonstrates the unconscious attitudes 
that affect the purchase of instant coffee. 
I also doubt if any creativity is sacrificed 
or lost when the copy department receives 
the Chicago Tribune reports on the why 
of cigaret and beer consumption. 

The copywriters may jump up at this 
point and exclaim: “Hold on! This is just 
the point! These damn reports are telling 
us what we can and cannot write about. 
They are delimiting and circumscribing 
our creative efforts.” 

Yes, this type of research does limit and 
define what copy people can turn their 
minds loose on. We admit that. However, 
rather than stifle creativity, it puts de- 
mands on greater creativity. To put it an- 
other way: This type of research demands 
productive creativity, rather than crea- 
tivity per se. 


® Finally, people who criticize research 
in general have a distorted perspective of 
the real enemy. Research is inanimate. It 
is a tool. Like all tools, it can be misused, 
and create havoc in the hands of some. In 
the hands of others, something worth 
while can appear. If research is being 
misused, if it is creating an environment 
which hinders effective copy, cast your 
stones on management, not research. In 
fact when this situation occurs, it is not 
research that is present, it is some shoddy 
substitute masquerading as research. 

As for Al, he has been found. He was 
off in the corner reading the latest moti- 
vational study on why people wear paja- 
mas. 


in Type Selection 


to admit that design and layout neces- 
sarily call for wide measure at times. 

Personally I am equally against letter- 
spacing in type lines except in the case of 
extremely condensed type. 

Reader Anderson lays down a few ad- 
ditional rules which he calls “negative.” 
He lists them as follows: 

1. If it is more than a title line, use no 
sans-serif either bold or light. 

2. If proofreading is difficult, it is not 
right. 

3. If the type choice has thin, easily 
broken serifs, let’s not use it. 

4. If it is a reverse color panel, use no 
light face type which will fill up when 
sufficient ink is laid on the solid area. 

Mr. Anderson doesn’t think that ex- 
perimental sprees in typography are the 
final answer. He says they are merely 
something different, not necessarily good. 
I think we want it good, but if we don’t 
experiment we'll all become just old 
fuddy-duddies. 


a I have cited Westvaco “Inspirations” 
and Mead’s “Better Impressions” as in- 
teresting experiments in styling, both of 
type and illustration. I have before me 
the last issue of Mead’s publication and 
I stick to my original thesis. While I 
might not like to emulate everything that 
they do, it is provocative. The spread on 
“trick stuff” alone has me all a-titter. 


Around the World in Two Weeks 


First of three articles on Transoceanic Radio programs 


For many years now, the conductor of 
this column has envied John Crosby in 
many ways—not the least of which was 
Crosby’s annual vacation junket to jolly 


old London and gay Paree. Thanks to a 
generous friend, however, this year The 
Eye and Ear Department returns from a 
two-week vacation during which he cov- 
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It Pays (Agencies) to Advertise 


The appearance of this two page ad, on the occasion of Young & Rubicam’s 
30th anniversary, caused us te pause and reflect on one of the startling 
anomalies of advertising—the failure of so many agencies (in fact, most of 
them) to practise what they preach. Arguments for advertising in good times 
and bad have been developed (when profits are good, advertise against the 
time when business turns bad; when business turns bad, advertise to stimu- 
late sales) but, in good times or bad, the arguments for advertising which the 
agencies develop seem to leave the agencies themselves completely uncon- 
vinced that “it pays to advertise.” 

Certainly no architect would build a house for himself without an archi- 
tectural plan. And.clients themselves are notable for a flamboyant use of 
their product. Would Henry Ford II walk to work—or David Sarnoff not 
have a television set in his home? Would a hat manufacturer go hatless—or 
a distiller serve only grape juice? 

Except for agencies that have advertised on a sporadic basis (a practise 
they vigorously discourage among their clients), we have heard of no agen- 
cy yet that hasn’t materially benefited from advertising its wares. And this 
goes for small agencies as well as large. (One small agency owner recently 
made the statement that an advertising expenditure of less than $5,000 had 
brought him in close to a million dollars’ worth of additional billing.) Why, 
then, don’t agencies advertise? 

As far as we are concerned, if we were an advertiser, we would be disin- 
clined to place our account with an agency that did not use advertising itself. 
“If you are so confident it will benefit us,” we would say, “why don’t you use 
it yourself?” We can’t imagine what the answer would be, but we’d sure like 
to hear it. 

Since we are exposing the Young & Rubicam advertising, we would like 
to express our personal opinion that its the finest agency advertising we’ve 
ever seen. Naturally, some of Y&R’s ads have been better than others, but by 
and large they have demonstrated a firm and experienced grasp of advertis- 
ing technique—which should be, and undoubtedly is, their primary purpose. 

Far as we know, Young & Rubicam has been advertising, too, almost since 
the inception of the agency—in good times and bad, as a small agency and as 
a large one. Considering its present size and reputation, what better proof 
could you ask that “it pays to advertise?” 


ered most of the capitals of the globe— 
including several behind the Iron Curtain. 

The generous friend did not lend him 
the wherewithal to make this tour by 
plane and ship—all the friend did was to 
lend him a Zenith Transoceanic Radio, 
an amazing instrument with which, in the 
course of one night if you wish, you can 
visit such faraway places as London, Eng- 
land; Quito, Ecuador; Melbourne, Austra- 
lia, and Moscow, U.S.S.R. 


s All in all, it was a remarkably pleas- 
ant vacation and escape from American 
radio and television. Of all the places 
visited via Zenith Transoceanic, The Eye 
and Ear Department found the programs 
of the BBC in London most interesting 
and absorbing and those of Radio Mos- 
cow and Radio Sofia, in Bulgaria, most 
laughable and, at the same time, most 
menacing. 

The Eye and Ear Department does not 
know how many listeners in this country 
are fortunate enough to own or borrow a 
Zenith Transoceanic (or a similar port- 
able model that Hallicrafters produces), 
but he suspects that the great majority 


of Americans have never heard at fright- 
ening first hand the propaganda that 
comes from behind the Iron Curtain. It 
is a ponderable experience to sit in the 
freedom and security of one’s own coun- 
try and listen to its well-meaning bungles 
turned into nefarious attempts to starve 
the little people of the world and enrich 
American corporations. 

One reads in his newspaper that the 
aim of the Russian peace offensive is to 
split the West—and he is likely to say to 
himself, “This is some editor’s opinion, 
a pure attempt to make headlines.” But 
when he hears Radio Moscow deliver an 
incisive analysis of why Great Britain 
and the U. S. are inevitably drifting apart, 
he realizes how actual the aim is. 


a Radio Sofia, in Bulgaria, is if anything 
more vitriolic in its attacks on the U. S. 
than Radio Moscow. The commentators 
on Radio Moscow speak flawless Ameri- 
can English, and undoubtedly are better 
aware of the psychology of this country 
than the commentators on Radio Sofia, 
who speak American English with a no- 
ticeable accent. Both employ male and 
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Get this exciting, fast-moving TV dramatic film 
series for exclusive sponsorship in your City. 
A smash hit as GANGBUSTERS on network- 
now released locally in new format... 
with CHESTER MORRIS as host. This profit- 
proved program includes full-scale promotional 


support in all markets. 
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female commentators. 

One evening, Radio Sofia told of the 
plight of a mother in Virginia with a sick 
infant on her hands. She phoned for a 
doctor, and when the doctor arrived he 
asked her how much money she had. She 
told him she was poor but her child need- 
ed attention. The doctor closed his bag, re- 
fused tc attend to the child and stalked 
from the house. The desperate mother 
then bundled up her child and struggled 
across the mountains, in bitter cold, to 
find a hospital. When she arrived at the 
hospital, the child was dead. The moral 
was then drawn—this could only happen 


Employe Communications... 


under capitalism. Naturally, the story was 
narrated by a woman. 

Radio Moscow devotes most of its time 
to extolling the sheer joy of living in 
the Soviet Union, where unemployment 
does not exist and the government has 
reduced food prices six times since the 
war. The remainder of the time it quotes 
statistics, comments by U. S. senators and 
excerpts from American publications, to 
prove that the American economy is 
headed for collapse, and that the corpor- 
ations, to forestall the inevitable collapse, 
are spearheading the war drive. 

(To be continued) 


Editors Meet Industry's Problems 


By Robert Newcomb 
and Marg Sammons 


(Mr. and Mrs. Newcomb operate 
their own consulting organization in 
employe relations.) 


To the uninformed, the typical editor of 
a company periodical for employes is an 
unskilled assembler of social notes. The 
shoe fits an embarrassing number of feet, 
but in the world of employer-employe 
communication some healthy changes are 
taking place. Today more and more edi- 
tors of employe papers are taking upon 
their shoulders the problems of their 
managements, and insisting that the news 
columns do more than report the mean- 
ingless comings-and-goings of personnel. 

Here are some current, ripe examples 
of good industrial journalism: In “Morton 
Spout,” a magazine produced for em- 
ployes of Morton Salt Co., Editor Bernice 
Kerr devotes an eye-filling 20 pages to 
the company-owned town of Weeks, La. 
It is the job of the editor in the multiple 
plant company to build a company-wide 
spirit, and the so-called community story 
is one of the best tools. The Weeks story 
takes each Morton employe by the hand 
and shows him around; it’s as though each 
reader had visited the town in person. 
Morton or any other enlightened company 
will settle for that. For a copy, write the 
editor at 120 S. La Salle St., Chicago 3, Il. 


s Companies are talking quality these 
days with urgency and excitement, and 
they talk maintenance in its relation to 
quality. At the Spruance film plant of 
Du Pont at Richmond, Va., Editor Neil 
Gabbert of the “Cellophane News” has 
done a straightforward news report on a 
meeting of maintenance personnel—to 
tell who they are, what they are doing, 
and why. 

In Timmins, Ont., the labor-manage- 
ment production committees at Hollinger 
Consolidated Gold Mines are coming to 
grips with production problems, and Edi- 
tor Norman Greene of the “Hollinger 
Miner” is helping. Enthusiasm for labor- 


management committees in our own coun- 
try is somewhat less than piping hot, but 
at the big Canadian mining property, rep- 
resentatives of the company and the union 
(USA-CIO) are sitting down together to 
meet problems. The “Miner” poses a few 
currently being tackled: “What can be 
done to keep operations on a paying basis 
at Hollinger? Where best can we contrib- 
ute to the welfare of the community? How 
can production costs be kept down, thus 
prolonging the life of the mine?” The em- 
ploye publication considers coverage of 
these labor-management meetings a part 
of its job, which it certainly is. 


# A switch on the community story is to 
be found currently in the “Torch” of the 
Standard Oil Co., (Indiana), 910 S. Mich- 
igan Ave., Chicago 8, Ill., edited by Bob 
Baker. After telling the story of Mandan, 
North Dakota prairie town where Stand- 
ard is erecting a refinery, the “Torch” 
turned to members of the community, and 
presented a spread of thumb-nail inter- 
views with such opinion-molders as the 
chief of police, the managing editor of the 
local daily, a hardware owner, the bus 
line president, a school teacher and an 
auto mechanic. They told what the build- 
ing of the new refinery will mean to the 
area, and in so doing they helped. make 
the refinery and its people a part of the 
community. 

It’s one thing to beat the drums for 
quality of product. But to get employes to 
think of it, strive for it and to be con- 
cerned by the absence of it, the editors 
of employe papers can do much. Ted 
Berndt, who edits “The Mullins Press” 
for Mullins Mfg. Co., Salem, O., is cur- 
rently featuring Mullins die makers, 
pointing out that die making is “an art, 
a skill, a science.” Editor Berndt properly 
reasons that if a company is to encourage 
high quality craftsmanship, then it should 
recognize it when it occurs. 

The employe publication, in aiding 
management with its problems, can per- 
form well if given the opportunity. But 
you don’t get much mileage out of the 
car that stays in the garage. 


Mail Order and Direct Mail Clinic... 


Service Spells Success 


By Whitt Northmore Schultz 


(Mr. Schultz operates a mail order 
business in Highland Park, IU.) 


S-E-R-V-I-C-E! 

Just what does that word mean, par- 
ticularly when applied to mail order sell- 
ing? 

Webster’s New World Dictionary has 
over 22 definitions for this versatile word. 

The definitions I prefer include these 


descriptive words: 
friendly action. 


respect, attention, 


® The act of giving deluxe service is 
vital if you want to sell profitably by 
mail in this challenging year 1953. Now- 
adays, more than ever before, it seems to 
me, you’ve got to give excellent—yes, 
even superb—service to build a mail or- 
der business. 

Chicago’s great department store, Mar- 


shall Field & Co. (which is doing more 
business by mail each year, incidentally), 
built its business on quality, courtesy and 
service. Field’s gives the customer what 
he or she wants. Field’s pioneered in 
granting credit; allowing customers to 
return goods; and offering free delivery 
service. 

It would be intelligent, I believe, to 
take careful note of the many services 
Field’s offers to its thousands of custom- 
ers across the nation. 

Success and service go together. Fach 
needs the other. Without one, the other 
cannot exist. 

Let’s take a look at the word “service.” 
Lets take it apart, letter by letter, and see 
how it can be put together to build new 
and profitable sales for you. 

(Remember, it’s the repeat business jin 
mail order selling that counts. Excellent 
service always brings repeat sales.) 


s The letter “S” in the word “service” 
might stand for “speedy”, friendly ac- 
knowledgements of all orders—the day 
they’re received.” 

“E” should mean “everlasting quality 
packed in everything you sell by mail.” 

“R” stands for respect for your cus- 
tomers, treating them as you wish to be 
treated—favorably—and with Golden 


Advertising Age, July 20, 1953 


Rule-like attention always. 

“Vv” stands for versatility in handling 
customer requests and complaints—each 
to be handled promptly and courteously 
at all times. 

“I” stands for instant refunds, imme- 
diate replacements and the intelligent 
handling of all orders and correspondence 
reaching your headquarters. 

“C” stands for courtesy. In all dealings 
with the customer, courtesy is the order 
of the day. And remember, the customer 
is always and unquestionably right. 

“E” means every time an order is re- 
ceived, it’s acknowledged immediately; 
shipped promptly; guaranteed to please 
or money back by return mail. 


@ Service! That’s what every mail order 
business must give today. That word 
should be the rule for all staff members 
from the president to the shipping clerks. 

Pause a moment and ask yourself this 
question: “How is our service to our cus- 
tomers?” I’ll bet it could be a lot better— 
and that goes for our firm as well as for 
yours! 

We'd better take a new and close look 
at the service we’re giving to our cus- 
tomers. 

It’s axiomatic: The finer service you 
give, the better your business will be! 


Looking at the Retail Ads 


By Clyde Bedell 


(Mr. Bedell is a consultant in crea- 
tive advertising, who at one time 
was advertising manager of Mar- 


shall Field & Co.) 


This ad is from the New York Journal- 


of Commerce, a sheet regularly exam- 
ined by a good many busy gents who 


have investments and other interests to 


look after aside from their busy offices 
—in which they rarely spend more than 
four or five hours before lunch, and 
rarely more than four or five after 
lunch. And with amenities what they 
are in New York, I don’t think many 
of them spend much of their noon hour 
(did I say “hour’’?) reading long com- 
placent ads. 


ws So if you want the harassed, preoc- 
cupied, invariably-under-pressure New 
Yorker to get your message in white 
space, in a paper like this, it is a fairly 
safe bet you’d better be good, fast, and 
direct. Executives especially, if my ob- 
servations are valid, are not playing 
footsy and ring-around-the-rosie with 
copywriters who have more time to 
write than said executives have time 
to read. 

So the ad says “What makes ‘K.P.’ 
easier?” 

According to a survey I have just 
completed by searching my mental im- 
pression file, only a small percentage 
of the readers of the Journal of Com- 
merce do dishwiping, and only a small 
percentage give a tinker’s damn about 
ae a 


s And according to a second survey of 
the same type, nothing suggests that 
there is a correlation between Journal 
of Commerce readers who are interested 
in K. P., and those Journal of Commerce 
readers who are interested in the future 
of a distiller’s corporation, for purposes 
of investment, or any other reason. 
This is what I call an “unravel it if 
you insist” ad. The “reasoning” in this 


What makes tres Ss 
“K.P.”easier? Seteriereeee 


ad goes something like this, reduced to 
its barest essentials—or unessentials— 
as you please: 

“What makes K.P. easier? Well, fa- 
ther’s done the dishes. They were made 
easier by detergents. Metallic sodium is 
used in making detergents. National 
Distillers makes chemical products. One 
such product is metallic sodium. (Re- 
member? We just mentioned that.) 
That’s in addition to liquor. (See be- 
low.) National Distillers Products Corp. 
also conserves timberland. Everything it 
does, and that’s a lot, is increasingly im- 
portant to the nation’s business. What 
a future! (Which is what we were try- 
ing to get to.) 

“So—naturally—that’s why we ask 
Journal of Commerce readers ‘what 
makes K.P. easier?’” 

Oh. 
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More businessmen keep their eyes on Nation’s Business . . . more than eye any 
newsweekly or management magazine. How many more? Right now, 100,000 
more than read Time, 500,000 more than read Fortune. Executives need a 
monthly magazine of ideas and perspective . . . to catch their breaths, to sit back 
and chew on the news, relax, reflect, get their bearings, plan ahead. Nation’s 


Business, Washington 6, D. C. 
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|Copies are available from Victor 
Hawkins, director of research, 
Capper Publications, 912 Kansas 
Ave., Topeka. 


e@ Metro Sunday Comics Group is 


Along the Media Path 


e“Grocery Store Distribution Anal-| e Six more studies on the Kansas promote its drug store products 
ysis,” a study made from a panel farm market have been released advertising. The section contains 
of Forsyth County grocery stores, by Capper Publications. Four of| reprints of all ads running in Met- 
has been published by the Win-/|the studies deal with the market ,, Sunday Comics during one 
ston-Salem Journal & Sentinel and for automotive equipment and month, and is being mailed to ex- 
is available upon request from the supplies, one with dishwashers and ecutives in drug wholesaling and 
North Carolina newspaper. /one with farms as “big business.’ drug chain companies. 


e Hunting & Fishing says it is the 
first outdoor magazine to offer a 
merchandising program. It has 
created a panel of 2,037 sporting 
goods dealers in 1,214 cities and 
towns. The dealers feature H&F 
advertisers’ merchandise, or deal- 
er helps in windows and counters 
and, in turn, their name and ad- 
_dresses are listed in the publica- 
tion. 


If it’s easier to read— 
it’s easier to understand 


Here Type Can & SERVE You 


J. M. BUNDSCHO, INC., Advertising Typographers 
180 North Wabash Ave. - RAndolph 6-7292 - Chicago 1 


'@ The big June issue of Aviation 
Age, Conover-Mast monthly, seems 
destined for permanent place in 
a number of very important li- 
braries throughout the world. The 


DUPLEX BUCKEYE 


—the reversible cover paper — 


LENDS ITSELF TO AN INFINITE 
VARIETY OF COLORFUL EFFECTS 


Think of the possibilities—for 
catalogues, booklets, 

mailing cards, menus. Color 
side out—and you have a 


colorful cover to catch the 


eye and resist soil and finger- 


; CoLor 
nd SIDE IN 
prints, a clear white inside 


i a er Dat We a 


surface for legible printing of 
even the smallest type. Duplex Buckeye is actually two sheets 
Color side in—and you get of 50 lb. Buckeye Cover—one white, 


the effect of a colorful one in a choice of 12 beautiful clear 


end sheet or liner. colors, pasted together. Wire-bound 
sample book containing liberal 
swatches of all colors free 


on request. 


THE BECKETT 
PAPER COMPANY 


MAKERS OF GOOD PAPER 
IN HAMILTON, OHIO, SINCE 1848 


State Department has purchased 
350 bound copies for presentation 
to heads of air ministries of for- 
eign governments. And in this 
country bound copies have been 
sent to key government officials, 
members of Congress concerned 
with aviation, and to universities 
and research organizations en- 
gaged in aviation research. 

The issue, in the works for seven 
months, presents a comprehensive 
story of aviation research and de- 
velopment, although of necessity 
omitting data on research activi- 
ties which must be withheld for 
security reasons. It also includes 
a directory of prime contractors 
engaged in research and develop- 
ment, and a bibliography of recent 
technical literature, and carries 
267 pages of advertising—a new 
record. 


e Frozen Food Field has opened a 
permanent packaging exhibition 
for the frozen food industry at its 
new offices at 25 W. Broadway, 
New York. On display are dummy 
packages for the full line of frozen 
food products. All packers of 
frozen foods have been invited to 
participate in the display. 


e@ Business Week has made a sur- 
vey among management in 500 
large manufacturing companies on 
the interchange of executive re- 
sponsibility and participation in 
corporate functions and the extent 
of executive participation in com- 
pany decisions on advertising me- 
dia. Copies are available from 
Frederick H. Sontag, the publica- 
tion’s director of public relations, 
330 W. 42nd St., New York 36. 


e With its July issue, Electrical 
Merchandising, a McGraw-Hill 
publication, started a new service 
for the appliance-radio-TV indus- 
try. The service, a special report to 
the trade, focuses attention on 
appliances with high sales poten- 
tials but low market penetration. 


e In nine weeks, Family Circle 
sold 112,770 enlarged full-color 
reprints of cocker spaniel photos 
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from the full-color cover and an 
editorial spread in the March is- 
sue. 


e The Boston Herald and Traveler 
has published a report on the Bos- 
ton market based on the 1950 cen- 
sus. Copies are available through 
George E. Akerson, assistant to the 
publisher. 


e The News and Record, Greens- 
boro, N. C., in cooperation with 
Sales Management, has prepared a 
brochure rating the nation’s 225 
metropolitan county areas in 13 
sales classifications by 1952 dol- 
lar volume. It is available from the 
offices of Jann & Kelly, newspa- 
per representative, or directly 
from the News and Record adver- 
tising research department. 


e Sport, a Macfadden publication, 
and Chesebrough Mfg. Co. are co- 
operating during July in a promo- 
tion for the “Greatest Fights of 
the Century” television show on 
NBC for Vaseline hair tonic and 
cream hair tonic. The contest will 
give sports fans a chance to nomi- 
nate in 50 words their candidate 
for “Greatest Fights.” Spalding 
and Everlast sports equipment are 
the prizes. 


e House & Garden with its August 
issue launches a home furnishings 
promotion for college rooms. A 
special promotion package has 
been sent to tie-in stores. It in- 
cludes ideas and copy for news- 
paper advertising, interior and 
window displays, fact sheets and 
selling tips for sales personnel, and 
detailed information for store-wide 
college promotions. A second pro- 
motion package prepared for 2,000 
stores offers copy and mats for 
newspaper advertising and free 
mounted display cards from the 
August issue. 


e Implement & Tractor is offering 
a new tractor flat rate and repair 
manual. It is kept up to date with 
a continuous service of supple- 
ments the year round. The manual 
is called “I&T Shop Service.” 


FACTS and FIGURES about 


WESTERN 
NEW YORK 
CENSUS 


| 


Write for 


Please Read and Put in your 


token from the 1950 U S Census 


Buffalo file 


o@ Book of Western New York 


FACTS & FIGURES 


this booklet of 
worthwhile 
information on 
this worthwhile 
market. 


Characteristics of the Buffalo Area 
according to the 1950 U. S. Census. — 


Reprinted from the Buffalo Eveneng News. 
BUFFALO EVENING NEWS 


chur tute CO 


SELL THE NEWS READERS and YOU SELL 
The Whole Buffalo Market of over 1,400,000 People 


_ BUFFALO EVENING NEWS 


EDWARD H. BUTLER 
| Editor and Publisher 


| WESTERN NEW YORK’S GREAT NEWSPAPER 


KELLY-SMITH CO. 
National Represeniotives 
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Advertising Pages and Linage in National Magazines 


Official Figures for June and Year-to-Date as Compiled by Publi hers Information Bureau 


—Pages——___—_-_—._ - 

June June Jan.-June Jan.-June June June 
1953 1953 1953 1952 

Weeklies, Bi-Weeklies, Semi-Monthlies 
*Capper’s Weekly ..... 39.3 11,158 8,173 
*Christian Advocate ............ ns 122.7 6,819 6,345 
RR ere 107.6 654.2 73,133 88,231 
ee ea F 78.6 467.4 33,694 31,776 
Se eee ae re 14.2 112.4 14,153 13,817 
Ey ee ere rae 380.1 2,116.7 258,329 236,189 
Ee ee ee 176.6 716.2 120,003 92,347 
ee ais sso ad wild sks 282.5 1,855.3 121,039 116,104 
Newsweek .... Re er 288.6 1,518.6 121,117 128,816 
*Presbyterian Life She aae Saeen 12.8 115.0 5,372 5,092 
#8*Quick ...... (es thnas 6.0 173.0 es — 
Saturday Evening Post Pope ae 370.7 2,216.7 251,984 240,990 
*Saturday Review ............. 43.6 394.9 18,327 20,949 
CEperting MEWS ... nec cc cease 27.2 148.9 29,465 30,654 
, SARS OS errr pee 338.4 1,880.5 141,940 139,272 
U. S. News & World Report .... 197.0 1,274.7 82,719 73,587 
We EN 6b Fenncecacass 2,339.4 2,249.1 13,633.5 13,435.9 1,289,252 1,232,342 


totals. §Only full-page units accepted. 


118.5 
236.2 
268.2 
399.2 
752.0 
102.7 
266.5 
579.1 
432.3 
382.5 
607.2 

91.6 
295.6 


208.4 
186.5 
199.0 
200.8 
399.9 
383. _ 


~ 5,432.2 


Publications with an * report 


8,789 
16,303 
19,675 
29,914 
51,480 

6,138 
15,792 
64,339 
50,993 
24,779 
49,785 

7,655 
19,046 


14,721 
13,014 
14,551 
13,958 
27,806 
37,968 


~ 437,528 


7,371 
14,307 
17,705 
27,620 
50,247 

8,818 
18,262 
57,806 
45,287 
22,959 
46,685 


20,137 


16,294 
13,909 
15,135 
15,052 
29,631 
43,878 


~ 427,007 


Jan.-June Jan.-June | 
952 


1953 


535,022 


7,459,928 
+Four issues in June 1953; five issues in June 1952. tThree issues in June 1953; two issues in June 1952. Not 


50,823 
101,285 
115,040 
171,231 
321,870 

44,059 
114,217 
393,686 
293,904 
163,806 
412,730 

39,286 
126,784 


89,400 
80,056 
85,347 
86,173 
171,379 
260,980 


2,831,194 


+See note at the end of linage tabulation. + Not included in totals. {Started publication in February 1953. 


Wonien’'s 
American Family .............. 20.5 
2 a oe 38.0 
CO, er ee ee 45.9 
SD Gdo0 ov cascie’ ee: 69.8 
Good Housekeeping ........... 120.3 
*Holland’s Magazine .......... 14.3 
OREO ereeeerr rir 36.9 
Ladies’ Home Journal ......... 94.6 
McCall’s Magazine ............. 75.0 
Parents’ Magazine ............ 57.9 
SN RGN aS 0s ka icegeee 73.3 
Fog A errr 17.8 
. ll eee er 44.4 
*Western Family: 
Southwest Edition ........... 34.3 
#Mountain Edition ......... 30.3 
#No. Calif. Edition ......... 33.9 
#Northwest Edition ......... 32.5 
PUES TD cccccecccvccccs 64.9 
Woman’s Home Companion ..... 55.9 
Wee) GR vss scesdevceeds 846.0 § 
General 
SAmeriemh Artis 2.00. ccccsecs 39.1 
*American Forests ...........+ 13.9 
American Legion ............. 18.7 
American Magazine ............ 22.6 
| | PPP PT eT eTET TT TTT TL 20.0 
SE che Gie dices sessnessss 26.7 
*Christian Herald ..........--+ 30.1 
ss (ee 2.7 
WEEE. 05 0406000864 00vSaN08 22.0 
Coememelitan ..ccccccscccsecs 31.1 
Eagle Magazine .........s000- 4.6 
og Sere et 58.0 
Ge ME. Sites ceveseves 12.2 
PE! Pasdwhok ess o0400 <> one 69.6 
~ rere rT rer 18.3 
GUE, kddecvceces ede eink 21.4 
CG ypade TORENT cocci cc ccsccce 15.8 
Harper’s Magazine ............ 19.7 
Holiday error ere $4.2 
*Improvement Era Cinkeceibeas 33.7 
SEE. Ghd cbs bees cczeces 22.9 
*Motor Boating ..............- 92.6 
National Goegraphic ........... 48.4 
. 5 | er rrerrrrrrr 27.4 
SPCR rere er rere 43.7 
SEE Re cetsvascssosnes 14.4 
Redbook Magazine ............. 17.3 
TEEPE reer 8.0 
H#tSee .... eka dhaeiakex® 12.6 
Town & Country ah bs diay ie Su 57.0 
THD sce Feb suoede cues 49.1 
PRE hed 80nd wiwes cooveee 92.3 
. fo Pererrrrrrer cc. 1,037.5 1,010.3 
#Not included in totals. {May-June issues combined. 
Home 
American Home ...........-.++ 57.3 
Better Homes & Gardens ....... 154.2 
CP igwer GIOWET oc cccccccccccse 54.0 
Mouse DeRmtee ow ccc cccscces 126.6 
eee ee 89.1 
SEE, 654640000000 ones 65.8 
Sunset Magazine ...... slo 
Total Group ..... eciune 701.8 
Fashion 
GN, Bkskesedee se 61.3 
rere 52.6 
Harper's Bazaar ...... rere 54.2 
PENNE cece sccccscsense 45.6 
WH Biwwstecccscecs rere 61.4 
PEs BOOED ccacdvcccveceses 275.1 
Movie-Romance-Radio 


Dell Modern Group: 


Modern Romances ............ 39.1 

CORE SGT ccccccccccecs 44.3 

Screen Stories ........-50055 34.2 
Fawcett Women’s Group: 

Motion Picture .......... «. 29.7 

True Confessions ..........-. 33.0 
Hillman Women’s Group ........ 8.5 
Hillman Romance Group ....... 5.9 
Ideal Women’s Group: 

Intimate Romances .........- 19.0 

ND ES cccvicccceveicccs 20.5 

Movie Stars Parade ......... 20.5 

Personal Romances ..........- 16.5 
*Quality Romance Group ....... 6.0 
*Screenland Unit ...........-.- 19.3 
*Secrets Romance Group: 

Revealing Romances .......... 17.7 
True Story Women’s Group: 

Photoplay ......... co eta 38.4 

Radio - TV Mirror . io ‘ 21.4 

True Experience ....... oe 22.0 

True Love Stories ........... 22.2 


RaSPeS aakS SRE 
wls5oouW BYR KAW 


Ny i ol 
RPSEE AF 
NwLwLO BN & 


190.4 

93.6 
124.8 
158.7 
131.6 


Page fe 


16,420 
5,838 


oss 
ro 
388 


ca 
on™ 


WOON 
vey 
£5 


& S 
BS 


"527,595 


39,898 
84,177 
21,000 
72,260 
51,770 
32,869 
44,512 


346,486 


22,155 
21,832 
31,315 
19,369 
35,861 


~ 130,532 


14,709 
16,570 
13,341 


14,398 
16,358 
3,745 
2,069 


8,803 
9,022 
9,043 
8,174 
1,512 
11,285 


5,040 
6,984 


13,276 
9,146 
9,575 
9,321 


79,977 
39,298 
52,494 
66,692 


94,498 
371,850 


3,379,028 


255,491 
622,619 
174,776 
451,103 
348,116 
254,030 
316,093 


2,422,228 


222,039 
237,333 
366,805 
212,363 
502,529 


“1,541,069 


"7,349,243 
included in 


40,364 

97,860 
102,876 
162,561 
320,502 

50,772 
115.806 
398,634 
303,582 
158,394 
389,420 


141,951 


97,631 
81,313 
89,049 
89,780 
187,006 
275,829 


~ 2,843,188 


243,251 
543,650 
146,622 
429,233 
347,496 
221,344 
253,197 


2,184,793 


211,069 
225,833 
372,361 
214,996 
501,597 


1,525,856 


83,722 | 
89,621 | 
71,896 | 


73,646 
90,734 
29,387 
15,111 


lirectly to ADVERTISING AGE 


TO IE is ca Ken caee re 
WE. 46.8.6 Cad 04k 6 enkae 


reece 


RRR Oyo cas OE 
June Jan.-June Jan.-June 


1953 1952 
146.2 146.1 
297.0 278.0 


“2,919.8 2,956.3 


June 
1953 


9,648 
22,057 


~ 220,026 — 


NOTE: Figures for each publication in the Dell, Fawcett, Ideal and True Story groups 
vroup as a whole PLUS additional advertising carried by each individual publication. 


Business 
CURD Wn os: ec ccesdcntes 
Ce rere Cree 


COND b600400kss0 5s 00540 cs 0 
FORD webb 065845 66000004845 
Modern Industry ............. 
ee eee 
Wee SEE hd Gadd 66 56005 458 


Youth 
i Sb ccorsendeueanes 
et rrr eT eer 
, bo Serer rrr. 
ee er errr rer 
tScholastic Magazines .......... 
Wee MI aceas ccccddues 
tNot published in June. 


Q) | wo BE 
w Vinonwa 


2,871.3 2,822.6 
455.7 400.0 
237.6 225.7 
259.3 247.2 
879.8 778.3 
569.1 620.5 
238.0 205.0 


5,510.8 5,299.3 


121.9 114.4 
131.3 111.6 
11.3 13.8 
39.9 40.5 
182.1 167.2 
486.5 447.5 


203,028 


32,452 
13,734 
13,091 


105,228 


55,748 
18,012 


“441,293 4 


8,003 
19,154 
1,264 
3,228 


“31,649 26, 


Magazine Linage Trend Figures in Thousands 


—Lines —__——— 
Jan.-June Jan. Jane 


1952 
62,648 


119,126 


1,267,353 
advertising carried by the 


1,184,656 
167,781 


94,783 


103,756 
491,854 
382,151 


87,756 


2,512,737 


~~" 218,493 


Outdoor & Sports 

*American Rifleman ........... 
FUG OF UE wadiaseccisnces 
CRT cccevececcannss 
*Hunting & Fishing ......... tie 
SY MD kt05.565s0¢65s00008 
*Outdoor Sportsman ........... 
CGE CH Sb eects isckéccees 


WE wh evccxsciiess a 


Mechanics & Science 
Mechanix Illustrated .......... 
Popular Mechanics ............. 
PR EE 66030000 0668000 
#t*Science & Mechanics ........ 


. RET VCE PPPeT TTT S 
#Not included in totals. {May-June issues ‘combined. 


Detective & Fiction 

fF ok Pree Te 
# {*Macfadden Men's Group ..... 
*Popular Fiction Group ........ 
*Thrilling Fiction Group ....... 


Wee CO cbsevdcicveveres 


307.6 309.2 
400.4 361.5 
128.5 125.1 
156.8 184.5 
402.2 352.8 

69.4 71.6 
351.6 320.5 


~~4,816.5 1,725.2 


489.5 466.5 
993.7 973.0 
823.8 791.6 
297.7 219.2 


~ 2,604.7 2,450.3 


104.1 123.9 
358.8 148.1 
85.2 89.0 
70.1 90.2 


959.4 303.1 


128,003 


17,136 
30,408 
25,658 
19,731 


~"73,202 


5,214 
27,689 
2,971 
1,926 


> aoe 


132,656 
155,202 


53,676 
78,286 


151,362 


30,738 


_137,540 
739,460 


104,486 
217,963 
177,306 


49,112 


~~ 548,867 


53,311 
63,527 
19,917 
17,730 


~~ 90,958 


~~ 97,3 
#Not included in totals. {Formerly Sport Men's Group. Master Detective added to group in September 1952; Climax added 


in March 1953. 


Farm 

. og hy. dae re 

¢Country Gentleman ........... 

Fe GUD 6a 0 ec de deers csr 

t&Farm & Ranch—Southern 
og ee 


§Progressive Farmer ........... 
Successful Farming ............ 


A BPP rre - 


23s 
vn Awa 


ES 


382.2 359.8 
602.2 560.3 
605.2 605.6 
277.1 232.7 
627.0 598.0 
573.1 612.0 


3,066.8 2,968.4 — 


24,502 245,040 
34,845 381,115 
35,043 259,594 
15,351 157,947 
59,503 406,465 
35,539 275,272 
204,783 1,725,433 


tChanged from 680-line page to 429-line page in 3 1953. tChanged from 680-line page to 429-line page in January 


1953. §See note at end of linage tabulation. 


Newspaper Sections (I) 


(Nationally distributed with Sunday newspapers) 


§tAmerican Weekly ........... 


SEE, -SE-SUKES speeded ¥eesze 


tThis Week Magazine .......... 
. 2. 2 eOPrerrprrrrere J J 
§Changed from 1,000-line page to 850-line page on May 11, 1952. tFour issues in June 1953; five 


Newspaper Sections (II) 
(All other newspaper sections and S28 


itFirst 3 Markets Group 
tN. Y. Herald Tribune-This Week . 


|'!*New York Mirror Magazine ... 


tNew York Times Magazine . 
tPuck—The Comic Weekly 


tee _ 


307.3 214.7 
292.9 202.4 
436.5 375.5 


~ 1,036.7 —s- 792.6 


228.3 153.7 
243.3 200.8 
269.2 234.9 
1,124.8 923.2 
72.8 83.3 


1,938.4 1,595.9 


46,949 
43,080 
64,582 


154,611 


203,131 

171,718 
__ 318,860 

693,709 
issues in June 1952. 


38,926 153,400 
31,768 29,970 170,408 
33,305 233,835 
121,621 784,614 
19,782 159,151 
245,402 “1,501,408 


tChanged from 1,000-line page to &50- line page in January 1953. *tFour issues in June 1953; five” issues in June 1952. 
|||Changed from 1,000-line page to 980-line page in June 1952. 


All figures in the following groups were compiled by Advertising Age 


Comics Magazines 

‘American Comics Group: 
(Total 2 Units) ...... 
RD ctsnssancns 


oo 


22.0 26.5 


10.0 12.5 


2,646 
1,323 


10,017 
4,725 
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es 59 
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a Po a 
Fe 1953 1952 1952 «1953 
! 
7 
22.5 22.2 9,532 62,70 
Po 515 467 | 20034 «(212722 
88,017 70,220 
444,678 535,212 include all ; 
200,423 206,304 | 
112,407 99,194 | 
1,438,722 1,309,593 
486,854 475,931 483.8 451.9 MEE «189,671 1,205,004 P| 
794,960 798,168 71.4 6721 28,152 191,124 
‘ 637,013 668,394 “Financial World wit 32.7 28.1 11,791 99,765 Le 
5 = 48,271 35,620 31.2 30.3 12,708 108,768 ; 
a — 166.5 141.0 ME 89,112 49 556,002 see 
1,506,864 1,506,789 | 90.5 106.4 65,527 350,450 a. 
165,888 158,849 | 42.1 32.5 | | 13,924 101,927 | i eee 
161,609 177,434 | “924.2 ~857.: HE 10,885 2,613,040 ea ite 
788,454 780,355 | — we es 
P| 18.6 7,966 52,304 49,056 = 
| 21.7 14.729 89,337 —s-_-75,950 = 
ee | 1.4 600 4,895 5.928 ee 
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oun — — 76,473 70,205 ae 
94.1 49.6 cs 240,125 rao 
228.5 fs 
240.0 : 
379.3 : 
748.6 ies 
270.6 ee 
586.3 
446.5 | el 
369.8 WEEKLIES GENERAL “ricaeas 
— 1953 1953 ie: 
= mmm | wune(i209 wune[543—__} ee 
i MAY may(s98 | ica 
07.7 1952 ee 
08.1 | sees oe 
36.9 (CLE: eee sune Ee oe 
05.7 a 
WOMEN'S BUSINESS FASHION HOME eS. 
1953 1953 1953 1953 Bey x 
90.6 || 6,510 7 38,080 cu ; [390 | its 
, 178.6 9,488 8,388 74,946 MAY MAY J 205 MAY S42 | oes 
123.2 8,599 7,320 56,455 52,850 1952 1952 1952 1952 Soe 
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154.0 84.0 4,004 3,822 28,028 15,288 Eas 
201.5 223.7 13,316 13,604 86,360 95,836 eee 
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——————— _ Pages—___-—_—— —-— Lines ——_-—_—_—_—___—. — Partes—___- —_— Lines 
June June Jan.-June Jan.-June June June dan.-June Jan.-June June June Jan.-June Jan.-June June June dan.-June Jan.-June 
1953 1952 1953 1952 1953 1952 1953 1952 1953 1952 1953 1952 1953 1952 1953 1952 
I i os nga Fada ko sc 3.5 5.0 12.0 14.0 1,323 1,890 4,536 5,292 ir Ce ve sahecess aes 43.3 35.0 215.6 182.6 18,200 14,700 90,580 76,440 
4Z#Archie Comic Group ......... 6.5 45 145 19.0 2,457 1,701 5,481 7,182 PA re 79.5 68.7 368.1 356.8 33,390 28,840 154,560 149,870 
‘geHarvey Comics Group ........ 8.0 8.0 23.0 20.0 3,024 3,024 8,694 7,560 Popular Mechanics: 
: (Spanish Ed.) Mecanica Popular 25.8 21.0 152.7 142.2 5,768 4,683 34,197 31,836 
National Comics Group: (French Ed.) Mechanique Populaire 27.8 29.5 150.5 168.1 6,216 6,608 33,710 37,623 
FE piney : “wee pivbene ened 11.5 10.0 61.2 66.2 4,347 3,780 23,121 25,087 Reader's Digest: 
; ed Unit ................ 58 865.0 32.6 346 2,174 1,890 12,225 14,044 enor caoaet as 42.0 40.0 2140 2745 7,644 7,280 38,948 49,959 
. #Blue Unit ..............-. 58 5.0 29.1 32.0 2,174 1,890 10,902 12,051 ie. s,s. 43.0 50.0 2600 3120 7,826 9,100 47,320 56,784 to 
< Quality Comic Group .......... 6.0 5.0 36.0 26.0 2,268 1,890 13,608 9,828 os Se , 126.0 oun 5,096 diliaie 22,932 — he 
#Standard Comics Group ...... mm ee Se S| ee” * "~~~ 625 57.55 343.5 3425 11,623 10,695 63,889 63,705 “a 
a ee 17.5 15.0 173.5 172.8 6,615 5,670 65,570 65,382 | SD 5S od. ee va ok ewe SO 79.5 79.5 403.5 451.5 14,469 14,472 73,437 82,176 
‘May-June issues combined. Current month pages and lines not included in totals; cumulative pages and lines are included eer er ee 33.0 27.5 210.5 172.0 5,610 4,675 35,785 29,190 ed 
in totals. DE hinted been sanasade 6.0 4.0 51.0 35.0 1,116 744 9,486 6,510 jo 
French (Belgium) ........... 52.0 56.0 272.0 340.0 9,100 9,800 47,600 59,500 pe 

Canadian National Weekend Newspapers (Rotogravure Linage) @. 2 ea 84.0 83.0 436.0 467.0 14,700 14,525 76,300 81,725 th 

eS 614 543 355.3 3111 61,364 54,310 355,401 310,925 _—~French (Provincial) .......... 64.0 73.3 386.0 4515 11,200 12,825 = 67,550 79,005 

na 64.6 44.7 325.2 309.7 64,589 44,663 324,961 309,658 | French (Swiss) ............. 20.0 27.0 96.0 175.0 3,500 4,725 16,800 30,625 ad 

Star Weekly... 715 654 463.2 4181 67.927 62134 439.769 396,969 «German (Germany) ........... 50.0 52.0 3010 304.0 9100 9,466 54,782 55,228 

Weekend Picture Magazine ...... 79.5 60.5 455.7 388.3 77,508 58,940 444,366 «378,533 | German (Swiss) ..-.-------. 180 23.5 1335 146.5 3.276 4,278 16,471 26,664 e 

— —— oa . ——e= — one ie er ~~~ - = —- . =~ 6h edsst corde coe nes e — le —_ . —- —— 
PP aha es Se eee nee See CN TE | GN iste ce peeeeeesseons 63.0 484 329.0 235.4 10836 8332 56,588 40,496 of 
’ ° SER es ere 28.0 35.0 172.0 193.5 4,704 5,880 by ae tu 
a ee 19.5 26.0 123.5 136.0 3,549 4,732 2,47 of P 

Canadian Latin American (English) .... 5.0 10.0 38.5 61.0 615 1,230 4,736 7,503 O1 

Canadian Home Journal ........ 40.2 43.7 257.1 258.2 27,304 29,700 174,750 175,561 naar Phadeaddec ce ered 65.0 78.0 377.0 423.0 11,830 14,196 68,614 76,986 ad 

Canadian Homes & Gardens ..... 65.2 55.1 304.7 287.1 44,302 37,459 207,185 193,152 SIE Wri. oo downs oadbece 25.5 30.0 139.0 154.0 4,641 5,460 25,298 28,028 He 

EERE ree ere 52.8 45.6 270.7 246.3 35,891 30,988 184,076 167,481 CE segyscreacasbegeds 14.0 14.0 101.5 96.0 2,380 2,380 17,255 16,320 to] 

Maclean's Pada tae Lava tre aces 100.0: 72.7 484.5 349.1 67,985 49,469 329,480 237,325 EE. civisadeade veo 85.5 95.4 437.9 469.9 14,962 16,702 76,638 82,239 

Mayfair tee eeeeeserssesnceees 49.4 58.8 314.9 312.1 33,595 39,986 214,170 212,191 ee . Sakceceawaces 64.0 68.0 361.6 339.0 11,456 12,172 64,724 60,681 

Reader's Digest: Southern Hemisphere ......... 47.5 59.5 245.5 289.0 8,645 10,829 44,681 52,598 ne 
English Edition Cer eer rer 102.0 80.0 476.0 432.0 18,564 14,560 $6,632 78,624 ere eee 40.5 37.0 216.1 224.2 7,533 6,882 40,203 41,677 m: 
3. ee 106.0 85.5 489.0 442.0 19,292 15,561 88,998 a GR ere eee eee 98.5 97.9 404.8 439.2 41,370 41,125 169,995 184,485 De 

re 33.4 29.9 154.1 153.4 22,745 20,363 104,802 104,352 | Time-Latin American ........... 120.1 103.3 555.0 555.9 50,435 43,400 233,100 233,520 ) 

EE La wecccesseess 29.4 32.5 172.1 169.4 20,571 22,778 120,408 — Ie | arr err Ter 83.3 65.7 369.8 321.8 34,965 27,580 155,330 135,170 Su 

 UhGwdcbs abececndcaece 36.9 35.9 204.2 171.2 25,826 25,160 142,994 Th CE 350 sdapitdsckovenwaas 38.3 — 219.8 ae 16,100 — 92,330 _ ra 

Saturday NC sh ha dose dbeodee 76.9 87.7 458.0 489.0 52,303 59,651 311,421 PTE WHEE 1G dhe ness drdeonsredens 46.0 39.4 278.2 231.8 19,320 16,560 116,850 97,380 tic 

begs Sea A thea oe eS 223.7 172.0 __ 1,042.3 nw 852.0 a 93,940 - 72 240 > 437,710 . 357,840 ea ere e 1,649.8 1,662.4 8,573.9 9,010.9 457,309 450,324 2,262,765 2,335,727 er 

| SETUPS Cr SE . \ j k 
ad W5.9 7994 4,627.6 4,161.8 462,318 417.915 2,402,626 2,177,987 #Not included in totals. ‘Started publication in December 1952. *Started publication in November 1952. *Started pub- ta: 

Foreign lication in October 1952. ‘Started publication in July 1952. 

Life International: NOTE: all sectional advertising of Everywoman's, Family Circle, Woman's Day, Farm & Ranch—Southern Agriculturist and los 
English Edition ............. 74.9 84.5 296.3 329.5 50,915 57,460 201,450 224,145 | Progressive Farmer is reduced by application of a ratio figure to each advertisement; this ratio is the circulation of the wi 
#’Spanish Edition ......... 41.9 eatin 260.3 nie 28.475 pane 176.970 ane particular edition carrying the advertisement to the total circulation of the mayazine. For example, if a page advertisement ly 

Newsweek-European ........... 39.1 42.8 177.3 191.1 16,415 17,990 74,515 80,290 | appears in an edition representing 25% of the tot! circulation of the magazine, it is counted in the totals as | 

Newsweek-Pacific: 25 pages. No sectional advertising is reported that does not represent at least 20% of the total circulation base. 

e 
‘ a 

DuMont Adds Nine Outlets Einstein, Fonte Join R&R fo 

DuMont Television Network,} Oliver Einstein, formerly with ou 
New York, has added nine stations} Grey Advertising Agency, New an 
to its affiliate roster, bringing the} york, and Edward Fonte, formerly . 
total to 126. New affiliates are| with Biow Co., New York, have P 
WBCK-TV, Battle Creek, Mich.,|joined Ruthrauff & Ryan, New . 
due to start operations Sept. 1;/Yyork. Mr. Einstein will be a space ‘t 
WPMT-TV, Portland, Me., Aug. 30; buyer, Mr. Fonte a time buyer. 
WITYV, Fort Lauderdale, Fla., Nov. cu 

; as : ( 
1; WGVL-TV, Greenville, S.C.,| Smith Joins Presba, Fellers os 
Aug. 1.; KFSA-TV, Fort Smith, ; : 

, Grant Smith has been appointed 

Ark., July 20; KTVH-TV, Hutch- ‘ . en 
ins ; . media director of Presba, Fellers 
inson, Kan., July 20; KCMC-TV, & Presba, Chi a re 
Texarkana, Tex., July 15; KCTY- resba, Chicago agency. sti 
TV, Kansas City, Mo., in opera- in 
tion, and WMAZ-TV, Macon, Ga., ju 
Sept. 27. ALWAYS a. oe 


Ralph Sharp Adds PR Dept. 
Ralph Sharp Advertising, De- 


e : . , +i 
900,000 residents rot, “hae tested @ public rela: 


clients. Elmer W. Gaede, who has 
been doing public relations work 
in Washington, has been named 


plus a to direct the department. 


Gundel Names Pastirik 
| Edward S. Pastirik, formerly 
advertising manager for J. W. Al- 


million summer visitors len & Co, Chicago, bakery supply 


of Torkel Gundel Advertising Co., 


make Florida’s Gold Coast i 
a billion-plus market 


with a 
Boct-Tec _ 


“BEST-TEST” never wrinkles 


FOR THE GRAPHIC ARTS A MUST 
A size for every purpose. Sold mi 
by Stationery, Artist Supply on 

Photogrophic Deolers every- 
where. 


UNION RUBBER & ASBESTOS CO. 
TRENTON. M4. 


ce which you simply 


can’t miss when 


th a While perfection may be impos- 
date — “s ; fi sible of attainment in the making 
| pit of photoengravings, here at 

McGrath and Associates we 


blanket coverage - i \ come mighty clone 10 it 


peas or ie *. pHOTO ENGRAVINGS Oe eeane 
See your SB&F man today. . \60 E. ivephone: Delaware 1-5! 
JOHN S. KNIGHT, Publisher 


STORY, BROOKS & FINLEY. National Reps. 
Affiliated Stations — WQAM, WQAM-FM 


Fe hae MATER te BAN aE soy SOR Me MN | oma ete eit 3 PMR ci mae arg Pact 6 Mea ES eS a Hb Re Na hoe Ue Ye rk coe eee Ob ear a ate Mr WR Nee weeny C=) MOM os EoD gr: oh Ae EAM Onin cree ng mid’ uP rey dg gern Onegee G, Boye, Wa SE a ae EE Sie oo YEP Re ru bn Cag AE va esl A 
ei Re os | eae a ge nike) eM Ren ot eho scare sp mael ce ory na ay yoo" Put oe. ogee tas cn een Se OCS, RT WAR a SU ese RE AY gaurd rai arial eS a Va mae Ra ADS ii MR ON cago OS eee aD ce Ee 
ae se BY EOS ieee eI A Bele vas BN <A BE ee ek ee ee!) Vi eee re. eae pees ae Tek: Peiiae Ce en le tate eters ete ae se Nake ict esa ae ee, ee at 
seer i os A age Pats o*: Tip eh rs Sees o : = = rae “a @ ae ae F 4 Se Ft cs ps reheat I ee pra Bike i vag salen Cole Ses 23 cas ee ie is 
ee Sep sie } sgt : ee E 6 % Bea i Sunt? a : tae PS et . r a EL eA 5 a: & a ee Z e Le TR, ee F i oe ’ eI gens ee > a — Ree sm ae ee: 
USES, 1) Maas agar 7 ote ee = a on a ee a BEG oe See: ie lube ta eae eg ain on agin mae Ya = ae Rees ce nas 4 ae > oe ee ep 
2 ee * > : ae leita... cae nea aad . — a x: 
4 
ra 
a 
ay 
ESS 
ihe 
Ca Fr 
sti 
a ASU ALFe 
faa | > 
erties } SS, = 
4 1 ce 
* | —— 
Rk 
ee in er a M4 
ate | ~ ae M: 
bess 4 M \ 
Be Row 
eo ae | ae 
mie | ute 
ee as 
oe shyncnne 
eS i] 
EU “ 
fen pee 
i 450% of 
Bes MAKES PASTING A PLEASURE 
Oe. et ga 
gran Ls i 
‘ J 3 <a 7 = a seer — 
3 meee @ te Wl" z 
BOLRES BNE 2 he 
; : a ry % 4 t 
oo a 
sie i, ue { m 
Pe '¢ 7 ) 
_ ae ~ 
me “ ca 
eee ar .. i 
ale as ue 
Caos ge — 
pees eet J ak 
: (Bde iii cian 
of ScAc| re) 
. .) jr | 
; ; oe Lge a (> d 5 an emcee anaes th = 
vest sala ase een f : 
*, £ = fa = e a3 a3 : 
F 5 ey |S ae Fae er 4 oe 
oe e diham firra meal. - and Associate cl 
: af, i y} fa ae Sawn anes ~“\GHI SERVICE | , 
| a re - : 
| PTH //—a 
_ o/h 
B AN. 7 eae : 
- Po al r ha ies 
. 
ha wae neat oe cea mycte Cae at = mage Sl ys vs Us gece eee ine ia Wate Ts , ORES cers ep PET MOT A ay ts Aide: Ue me : bes NaN $27 25 ie piesa RNA SN es ae * vers yl Pee, ee cre ‘ rag a z= ; a, = i ers af r ee Rt aries -- - i. uh Da a lege xs wn, sae 


Advertising Age, July 20, 1953 


Postal Rate 
Is Race Aga 


(Continued from Page 1) 
to study the progress of the House 
hearings. Meanwhile, on the Sen- 
ate side, Sen. Knowland acknowl- 
edged after a meeting of the ma- 
jority policy committee that the 
postal bill probably can’t reach 


the Senate floor in time to beat the 


adjournment rush. 


® President Charles R. Sligh Jr. 
of the National Assn. of Manufac- | 


turers today urged the House Post) 
Office committee to approve the. 


administration’s rate increase bill. 
He called the postal deficit an “in- 
tolerable situation.” 

Flanked by the “team” of busi- 
ness men who have taken over the | 
management of the Post Office 
Department, Postmaster General | 
Summerfield is arguing that the) 
rate bill is part of the administra- | 


Increase 
inst Time 


'ciding pro-administration vote. | 


s The department’s program (H.R. ! 


5062) calls for a 4¢ rate on the 
first ounce on out of town letters, 
a 7¢ rate for air mail, a 2¢ rate for | 
bulk third class, and an increase | 
of 42% on publishers’ second class. | 
| (This is actually a net increase of | 
32% Existing legislation already | 
prevides for a 10% increase on this | 
class on April 1, 1954.) 

In his statement to the commit- 
'tee, Mr. Summerfield pegged the 
prospective deficit for 1954 at 
$315,000,000, barring increases in) 
expense. Pointing out that rail- 
‘roads have already filed for in- 
| increases, and that postal employes | 
are pressing for pay hikes, he cau- 
tioned that the deficit might hit 
/$1 billion unless Congress agrees | 
to a rate program. He also warned | 


STEPS IN REDU: ING i DEFICIT 


MILLIONS OF DOLLARS 


natics. 


a matter of mathe: 

“Differences in intangible values 
should sometimes modify arithme- 
| tical figures and this is the case 
|here. Whatever’ subsidies are 
| granted to second and third class 
mail, because of their varying eco- 


tion’s program to balance the fed- that his predecessors appear to. 
eral budget and clear the way for | |have over-estimated 1954 income 


nomic significance or for other in- 
tangible reasons, must be borne by 


tax reductions. 


Warning that the Sparen | 


loses $2,000,000 dollars “every | 
working day,” he declared heated- | 
ly, “That deficit is not a paper fig- | 
ure nor is it a figment of a book- 
keeper’s imagination. It represents | j 
a genuine loss that must be paid | 
for in hard cash. It must be paid | 
out of taxes levied by Congress on | 
an overburdened American tax- 
payer.” 


ea Mr. Summerfield said his new 
“team” has made real progress in | 
cutting costs and is going to make 
more progress in that direction. 
“We proposé here today that the. 
enormous postal deficit be further | 
reduced now by the fair and) 
straightforward method of a broad | 
increase in postal rates. In our) 
judgment, this is the sound way to) 


by $80,000,000. 


® Turning to the proposal to me | 
crease second class rates, he said | 
the loss from second class is $240,- 

000,000 and that the increase raises 
income only $20,000,000. “In other 
words,” he said, “the taxpayer pays | 
80% of the cost of handling | 
lishers’ second class mail. 

“At present rates, our revenues | 
from this class are barely sufficient | 
to cover our bills for transporting | 
| it, with nothing for the enormous |. 
|expense in handling, distributing | 
and delivering it. 

“The increase we are now seek- | 
‘ing does not nearly meet the in- | 
|crease in the expense of handling 
this mail since the last time Con- 
gress examined second class mail, | 
just two years ago.” 


| 


por does not 


the premium classes if a break- 
even operation or anything like it 
is to be achieved.” 


i's In an effort to cut the ground 


| trom under foes of the increases, 


Mr. Summerfield introduced Mau- 
rice Stans, senior partner of the 
public accounting firm of Alex- 
ander, Grant & Co., Chicago, to 
|discuss the department’s cost as- 
certainment system. 

In his capacity as an expert pub- 
|lic accountant, Mr. Stans said it 
is important for the committee to 
understand that cost ascertain- 
allow for factors 
which are pertinent for rate mak- 
ing purposes—such as priority of 
service, value of the service, or 
value of the items handled. 

“It is my suggestion,” he said, 
| “the 1t the committee needs to make 


proceed. It is right and proper that | 's Noting that the increase is only | only three basic determinations at 


a greater share of the cost of car-| 
rying the mail be paid by the users 


9% of the present loss on this class, | 
/he explained, “We have come to. 


| this time: 
“1. What percentage of discount | 


second-class mail for the factors 
of lesser value of service? 

“2. What percentage of discount 
from cost should be allowed to 
third-class mail for the factors of 
lesser value of service? 

“3. What portion of the dollars 
of discounts granted to other class- 
es of mail for lesser value of serv- 
ice should be recovered on first 
class mail or somewhere else for 
the greater value it represents and 
the preferment it receives? 

“The problem, as I see it, is this 
simple: Should third-class mail 
receive a discount from cost of 
20%, 30%, 40%, or some other 
percentage? Should second-class 
receive a discount from cost of 
20%, 50%, 80%, or more? How 
much of these discounts should be 
recovered elsewhere, from first- 
class and fourth-class? That is the 
function of this committee, not of 
an accountant. 


a “In order to assist the commit- 
tee in reaching answers to these 
questions, I offer these simple sta- 
tistics: 

“In 1952, second-class mail re- 
ceived a discount of 80% from 
cost (even after considering the 
full effect of the first two 10% in- 
creases in rates enacted in 1951). 


of the service, to lessen the drain | \the conclusion that the proposed|from cost should be allowed to In 1952, third-class mail received 
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on the taxpayer’s pocketbook.” 
The week’s record is littered) 
with barbed exchanges between | 
Mr. Summerfield and committee 
members who are opposed to rate | 
action during the present session. | 


s A substantial percentage of the | 
committee was openly resentful 
of the fact that hearings were or- 
ganized on three days’ notice. They 
maintained that mail users will not | 
have time, during the few remain- 
ing weeks of this session, to pre- 
pare answers to the department’s 
case. 

As Chairman Rees recognized | 
Mr. Summerfield Monday, Rep. 
Harold Hagen (R., Minn.) tried to 
make a motion to suspend the 
hearing. Unable to get his motion 
to a vote, he became involved in 
a shouting contest with the Post- 
master General. 

Later, in a test of strength, the 
committee divided 10-10 on a mo- 
tion to postpone rate bills until 
next year, but the hearing moved 
ahead after Rep. Rees cast a de- 


|inereases, although small in rela- | 
tion to the size of the loss, are as! 
large as we can sensibly recom- 


|/mend to Congress now. | 


IN 1953. AFTER 20 YEARS OF RISING COSTS POSTAL 
RATES ARE VIRTUALLY UNCHANGED 


INDEX JULY 1932: 100 


“After the costs have been de- 
termined, there are many factors B & Alles (Cornetion, 88) 30.2 
3 iJ urns n (Carnation, CBS) .......... : 
that enter into rate making which Evening, Once-a-Week ‘Our Miss Brooks (General Foods, CBS) ...29.9 
are matters of judgment. For more Fireside Theater (P&G, NBC) .......... 29.8 
‘than 70 years, the operation of the President Eisenhower (All networks) ne 55.4 My Little Margie (Philip Morris, CBS) ....29.2 
ia . 1 Love Lucy (Philip Morris, CBS) ...... 53.9 
publishing industry has been) Groucho Marx (DeSoto-Plymouth, NBC) ....41.7 Multi-Week! 
geared to very low rates of post-| Dragnet (Liggett & Myers, NBC) ....... 41.2. Y 
‘age. Any large increase at this | So¢frey’s Talent Scouts (Lipton, CBS) ....38.5 Howdy Doody (Several sponsors, NBC) ....15.6 
: ‘ Texaco Star Theater (NBC) ............ 37.0 ' J 
time might cause dislocations in Colyate Comedy Hour (NBC) 368 atid oe sna — i ae oe 
a : ” ; a ie Mie ‘ me ews Caravan (NBC) ............ . 
some segments of the industry. oun nee, seaties, Nescafe, s.g Kate Smith (Several sponsors, NBC)... 123 
|@ Substantial committee opposi- | Godfrey & His Friends (Several sponsors, otra Panel ners ‘a DuMont) Sie 
tion developed to the plan for 4¢ B.-A TELE ie Pog tg Strike It Rich (Colgate, CBS) ............ 11.2 
out-of-town letters after postal of- | What’s My Line (Stopette —- i ae es ives. ag ‘Arver = 
‘i are s : { ) A savdanes A anteen (General Electric, cited 
ficials conceded that the present 3¢ | Tv Playhouse (Philco, Goodyear, NBC) ....31.8| Eddie Fisher (Coca-Cola, NBC) ......... 10.3 
rate comes close to making a prof- 
a ° 
“The practical fact is,” Mr. Sum- | Six-Month Average Rating Trends 
merfield argued, “it is the only 
class of mail which can help make for Top 25 Network TV Programs 
a substantial reduction in our an-| 
nual deficit without inflicting any January-June, 1953 
particular hardship on the individ- By Pulse Inc., Covering 31 Markets 
ual. But the question of a profit dan.-dune July-Dee. on.-dene 
on a class of mail is not entirely 1953 1952 1952 
I Love Lucy (Philip Morris, CBS) . a 
Godfrey's Talent Scouts (Lipton, CBS) .... 41.4 300 1 
Groucho Marx Show (DeSoto-Plymouth, NBC) . 41.0 30.8 32.9 
Texaco Star Theatre (NBC) .............. 39.9 41.2 36.6 
Dragnet (Liggett & Myers, NBC) .. 396 34.0 
Godfrey & His Friends (Chesterfield, ‘Toni, 
PED, WED ecsosvedvenesdcusnne 38.0 33.1 33.8 
Comedy Hour (Colgate, NBC) ...... 37.2 35.0 27.4 
Your Show of Shows (Several sponsors, NBC) ‘ 37.2 34.8 35.7 
Fireside Theatre (P&G, NBC) 33.0 30.5 31.6 
Television Playhouse (Philco, Goodyear, NBC) 32.8 27.5 30.0 
What's My Line? (Stopette, CBS) 32.7 26.9 25.6 
Jackie Gleason (Several sponsors, CBS) 32.1 . ae 
Mama (General Foods. CBS) , 30.8 27.1 29.5 
Our Miss Brooks (General Foods, CBS) ears 30.8 25.4 ** 
Red Buttons (General Foods, CBS) ........ 30.8 - ** 
Boxing (Pabst, CBS) , tas 29.5 27.4 26.3 
Your Hit Parade (Lucky Strike, NBC) ae 29.0 25.0 24.1 
My Friend Irma (Cavalier, CBS) ....... 28.9 27.1 24.6 
All Star Revue (Several sponsors, NBC) . 28.3 . * 
ik £2. Bere, ee 27.9 a ** 
Burns & Allen (Carnation, Goodrich, CBS) . 27.6 * * 
Studio One (Westinghouse, CBS) ........ 27.6 24.1 25.3 
Cr Ce snausdesacte essere 27.4 “ 24.7 
My Little Margie (Philip Morris, CBS) ..... 27.0 ” ** 
Robert Montgomery (Lucky Strike, Johnson's 
Wax, NBC) PeTTTrT ett eee 26.8 25.6 25.9 
* Failed to make Top Twenty-Five. 
**Not telecast during this period. 


-a discount of 42% 
‘after considering the new rates 


from cost (even 


effective July 1, 1952). 

“If the proposed increases are 
enacted, the statistics would be as 
follows: 

“Second-class mail would re- 
ceive a discount of 73% from cost. 


| Third class mail would receive a 


discount of 28% from cost. 

“The differential between third- 
class rates and first-class rates, on 
the average, would be about 42%, 
this higher discount being partial- 
ly in recognition of the additional 
work done by the mailer on third- 
class mail. 

“IT submit that the simple ques- 
tion is whether these discounts are 
reasonable. I don’t propose to an- 
swer it. That is not a cost account- 
ing matter.” 


s Committee members, however, 
were clearly reluctant to charge 
first-class users more than the as- 
certained cost for service. Rep. 
Hagen laboriously catalogued all 
the special “subsidies” which are 
given to various users of the Post 
Office under acts of Congress. And 
Rep. Gardner Withrow (R., Wis.) 
introduced a bill (H.R. 6319) set- 
ting up a fifth class of mail, con- 
sisting of subsidized services. This 
bill, he explained, would relieve 
the Post Office of responsibility 
for losses caused by speciai bene- 
fits which Congress considered 
justified in the public interest. 


‘American Aviation’ 
Joins CCA, But Keeps 
Its ABC Membership 


WASHINGTON, July 16—Ameri- 
ican Aviation, a member of the 
Audit Bureau of Circulations for 
13 years, has joined Controlled 
Circulations Audit and will con- 
tinue as a member of ABC as well 
as Associated Business Publica- 
tions. It will be the only ABP pub- 
lication with CCA membership. 

Wayne C. Parrish, editor and 
publisher, said, “While we have 
great faith in paid circulation as 
proof of reader acceptance, we 
recognize that the only way any 
business paper can guarantee its 
advertisers complete coverage of 
any segment of any industry is to 
send the magazine to everyone of 
importance in that segment. 


a “When research has established 
who all the key men in any phase 
of any industry are, paid circula- 
tion supplemented by free, directed 
distribution can insure this cover- 
age. 

“Our new circulation policy pro- 
vides the advertiser with ABC 
audited, paid circulation as assur- 
ance of readership acceptance, 
supplemented by CCA audited, di- 
rected distribution to guarantee 
completeness of coverage.” 

The publication says its present 
paid circulation is 27,400. The com- 
bined circulation is in excess of 
41,000 copies. 

There are nine other publica- 
tions which are now members of 
both ABC and CCA. 


JAMES W. ROBERTSON, formerly account 
executive with Buchen Co., Chicago, has 
been named advertising director of Necchi 
Sewing Machine Sales Corp., New York. 


_ He succeeds Robert Phillips, who has been 


named educational director for Necchi. 
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Few People Will Replace Appliances in ‘53, | 
But Many Want New Ones Later, ‘GH’ Says 


New York, July 15—Of the con-!| model soon after that. 
sumers quized in Good Housekeep- 


Interestingly enough, the pre-| 


It was revealed that 59% of| 


‘those who now have gas ranges. 


‘would choose a gas range next 
‘time also (these percentages : in- 
clude those who are not necessar- 
ily planning to buy a range in the 


ing’s latest panel report on ranges, 
refrigerators and freezers, very 
few intend to replace their present 
models within the next year. But a 
good many do want to get a new 


The Leader in 
Rapid Production and 
Effective Distribution of 
Radio Releases and 
News Mats 


* DETROIT 


ponderant reason for wanting a future), and 36% would like to 
new appliance is to get new fea- switch to an electric range. 

tures offering greater space, econ-| Only 4% who now own electric 
omy and time savings, not because ranges want to switch to gas, 94% 


the old model has worn out. Very indicating they will stick with 


idea of getting these appliances 
in colors other than the traditional 
white. 

Of course, there are variations in 


of appliances. Freezers, which 
have the least saturation in the 
panel group (1,948 respondents), 
are on the “will buy” list of 34%, 


jalthough 70% of these will wait 


more than a year to get one. But 
at least 51% of the group plan on) 


few seem too enchanted by the) 


the demand for these three types | 


electricity. 
| Among gas range owners who 
would choose gas again, the great- 
est number gave cheapness and 
economy as the reason. The elec- 
tric range owners who want to 
‘switch glossed over that point and 
for the most part said gas ranges 
are faster and quicker and more 
easily controlled. 

The gas range owners who | 
would switch to electricity said | 
they think it is cleaner, and the) 


San 


* SAN FRANCISCO 


42% waiting more than a year, and choosing it again did so for the 
48% want a new range, 38% after very same reason. Economy didn’t 


a new refrigerator in the future, | greater part of the electric owners | 


|a year. 


CARRIED MORE 
LOCAL GROCERY 


LINAGE .. . 
THAN ANY OTHER 


IOWA DAILY 


| WATERLOO DAILY 
=e COURIER 


JUNE 1 THRU DECEMBER 31, 1952 WE CARRIED A TOTAL 
OF 167,944 LINES OF NATIONALLY ADVERTISED PRODUCT 
TIE-INS IN 6195 INSERTIONS . . . proof our grocers are 
cooperative. You may have a copy of our tie-in report FREE 
on request to see how your products rated in our al gro- 
cery 8 ppp oll 

Here is proof . f that this is one of the Richest, most 
profitab TEST MARKETS in the Mid-west . A Market 
covered only by the Waterloo Daily and Sunday Courier. 
Let our advertising and ee a department show you 
whot con be done with your product. Write. 


"WATERLOO. 1OWA_ 


y. Brooks & Finley National Advertising Represent 


carry much weight in the choices 
tric range buyers. 


s Magic Chef gas ranges are the 
most popular in terms of present 
ownership, but Tappan, second on 
the list now, is the most popular 
choice as the next buy. Of the 
present gas range owners, 19% | 
indicated Tappan as their choice, 
12% chose Magic Chef; 19% of 
the electric range owners wanted 
a Tappan gas range and 12% a) 
Magic Chef. 

Hotpoint electric ranges are. 
owned by 19% of the group now, 
General Electric by 18% and Fri-| 
gidaire and Westinghouse come in| 
a close third and fourth. Of the’ 


‘are sticking by electricity on their 
| | next purchase, 28% indicated they 
would prefer a General Electric, 
20% a Hotpoint, 18% a Frigidaire 
‘and 12% a Westinghouse. Gas 
owners wanting to change to elec- 
tricity chose General Electric 
(31%) as their favorite brand al- 
| $0; 15% want a Frigidaire and 
Hotpoint and Westinghouse got the 
vote of 9% each. 


he The most widely owned refrig- 
erator at present is Frigidaire, 21% 
indicating they have one at pres- 
ent. Second is General Electric, 
owned by 19%. However, 26% of 
the entire group, whether they 
‘plan to get a refrigerator or not 
soon, said they would want a Gen- 
eral Electric if they were to get a 


of either sets of these future elec- | 


present electric range owners who | 


| ioe smaaae OT eT ee ee Sah ena 


WINK—The girl on this Camel cigaret tray 
winks at you as you move forward to pick 
up your change. The pictorial of the Camel 


package on the front of the tray is a decal. 


transfer made by Meyercord Co-, Chicago. 
|The decal is of a special kind, since the. 
tray is made of Tenite, an extremely hard 
| smooth non-porous plastic. The decals were 
| | made for Pictorial Reproducions, New York, | 
| which made the trays. 


new one; 20% chose Frigidaire. 
The most popular features in 
refrigerators are automatic de- 
frosting (14% now have it, 67% 
would like it); butter conditioner 


it); door shelves (13% 
51% would like it). 

Present freezer ownership shows 
the Sears, Roebuck & Co. brands 
(Coldspot, Kenmore, Homart) way 
ahead with 16%. Next is General 
| Electric, with 11%. The remaining 
percentages are distributed among 
| over ten other brands, with none 
popular enough to compete with 
the two leading brands. 


have it, 


s However, among those planning 
to get a freezer, no single brand 
seems to have captured their imag- 
‘ination. The percentage breaks 
'down as follows: General Electric 
(9%); Amana, Frigidaire (5% 
,each); Deep Freeze, Sears, Roe- 
buck brands, Westinghouse (4%); 
|International Harvester (3%); 
Crosley Frostmaster, Hotpoint, 
Philco (2%), and all other brands, 
6%. There are 60% in this group 
of prospective buyers who gave no 
indication of what their brand 
preference is. 

| Of those planning to buy a 
| freezer, 50% want an upright with 
shelves like a refrigerator, 41% 
want a chest sectioned off by di- 
|viders or baskets, 5% don’t know 
and 4% gave no answer. 

Those choosing the upright had 
more definite reasons for their 
choice than those selecting a chest. 
Of the upright wanters, 43% said 
it was easier to get things in and 
out, whereas only 7% gave this as 


_ PLENTY OF HOTELS IN SYRACUSE, N. Y. 


pa...its still S.R.O.! 


(16% now have it, 55% would like | 


SYRACUSE, N. Y., metropolitan center of the great Central New 
York market... so important in sales and distribution . . . is planning even 
more hotel accommodations for business representatives, as weil as 
participants in conventions, sales meetings and business conferences. 
Syracuse's geographical location makes it a natural for such events. 


That's why a new 750-room hotel is in the making, at a cost of 
25 million dollars. 


So goes the story of this ever-expanding market 

. . Surveys consistently rank Syracuse as a 
leading Test Market in The Middle Atlantic States. 
Yes, the Central New York Market has been, 


” * Sty, and continues to be a “Best Market, U.S. A.” 
ote 09 OMig tee? er: ? 
| Ss senor = ers ore S : | 
\s' ws . : 
ceo ATON 9.12098 Th The SYRACUSE Zeuspapers 
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(Sunday) 
GENERAL ADVERTISING REPRESENTATIVES 


(Sunday) 


MOLONEY, REGAN & SCHMITT 


Advertising Age, July 20, 1953 


'a reason for choosing chest free- 


zers. Also, 29% choosing uprights 
said it fits the space available 
and takes less space and 28% 
said it was handier and more con- 
venient. Chest freezer buyers gave 
most importance to the fact that 
it will fit the space they have 
available, 16%, and 11% said it 
was handier, but no one reason 
dominates this group’s thinking. 

The report is based on answers 


of 1,948 questionnaires returned 
(77.9%) on a mailing to 2,500 


members of Good Housekeeping’s 
consumer panel. Questionnaires 
were distributed in exact propor- 
tion to the total U. S. circulation 
of the magazine by states and city 
sizes. Copies are available on re- 
'quest to Helen C. Ferguson, con- 
sumer panel, Good Housekeeping, 
57th St. at Eighth Ave., New York 


| 19. 


Day to Strauchen & McKim 

J. H. Day Co., Cincinnati, has 
appointed Strauchen & McKim, 
Cincinnati, to handle its advertis- 
ing. The company makes industrial 
mixing equipment. 


INDUSTRIAL 
EQUIPMENT = 


David was no giant, but he 
knocked out Goliath. Big or little, 
a successful ad draws attention, 
stirs interest, creates desire, pro- 
motes sales. 


Out of context, the price of draw- 
ing attention comes high. Context 
... that’s the point. If readers are 
looking for your sales story, you 
don’t have to look for them. 


IEN provides a buying climate of 
product news... nothing but 
product information... which 
conditions readers to buying 
action. 


Thrifty advertisers say it’s very 
refreshing to find a publication 
which is not trying to trade them 
up to 4-color spreads, but puts a 
ceiling on size as well as a floor 
under value...$150 to $160 a 
month is all it costs to be a big- 
shot advertiser in IEN. 


After 20 years of analyzing how to 
get the most out of 1/9-page ads, 
we're out with a new data sheet 
giving the net of our experience. 
It’s yours for the asking. Ask for 
Data Sheet Section E, Page 3. 


Industrial — 
Equipment — 
News 


461 8th Avenue 


Peet ak ea te eae eo ir Pear PA Wane ps tie ei nema ge os Ed i ef ae baa HAUS GLE MIRE AS ON SOE Sie oe Rae 3 wr | ane RNR RE in Rg ares (in 9 9 ght ARRAN oe SRE Tie RO eI Rm sah No, ST ETS A, ea me Mi ders 8 iS peace Cela ee Bee Pe te eee ee ae ee em ey ee! 
ae ear a tas 2 SO ah aa Nee Rakes fe, 2 a ee a te A an Pe di sa: Aes ee GE eae, Fah PSE 5 Nee ED eR ae ib Aes eh ee! be ed Lec hal Oe gies maege > tee Sp Fi eee oS. ee ee fe fo bee rare ng LE h ofK aes Soe Re a a eRe ge ge ie MR yr, ON tee pe gag He eg 
See t= ; Fe ae wei es thats eran othe awe tga ee pat pe ctes bs ; ioe Eas ta ice ae : ae ve . om Ee ees om ee ees % . es as i ere ne ia eS. i= ee eee ga : ier. i a aes pee io Pea aan : heh Oe: oe es 
SL at Cen aa iy RT ROS re Te SM at ea an gh OMEN me itahy Ghanem wg hg ako : ’ ee " pe : ae 3! : Pies Se eee ! “sa ke eg aa eee aia nas ee nats vale! vei, se eae piles Rea he ee a8, 
SO Rena ra SY ae Be ee ieee Sere eee ep Re De in Sag ae -  eene  OT ege *ea eeR  ae ER ene aig te Meee Bee |. ft ROR ee Sr me Pas eee Sn ees ee 0 oO eee ea tse nee al | ae 
aes Sige f es apes Peek ey ane we Sa eae ee Ss ee Pree ere es Se ete ee ee es Ong ae ee > Sa 
Mors ‘ ae >. (eR a: meant en: 
: ee Pe le eat _— aaa 
62 ee A 
; Cy Te 
a f Melg t : 
ee a A MELs cy So Ming 
gue, -. 
a heh, s 6 
ee YORK | 
ioe : RI 
Neon 
Want al 
e Se 
che vs 
eas = 
een ssc | a 
an | tic 
ae eee at 
sy . | 77 
r THE2"¢ WO | $ 
‘4a J Pe wie cl PE rea a oi ai 4 Nearer ar in igen oe 
1G | YEAR ANGad 3/4 X 4-74 incnes, F 
= etc mee OE eo as oe ee: Bg 
S TR A / G H wo PWG hss: ay urd size-i ee | N 
. ang Poe ase ees a 5 
he os eer fi —C/— TE a € 4 ee ee | 
se | a H 
| wes n 
‘a SE 
+ eee ive dint: 7 : 
Ss ie: ae hi 
ee al 
oe Sega Peer 0 ae er tk 
aa . Dag 1) aa igre eer Rh ae eae, 
eee Say et : Ee ie tees eaten p} 
may he bigger = 
Ne Pi =) Saaeenere a: igg * a3 i q be 
Sen t ; z Gi = Es ! beer 4 s £ 
ay \ lis LAUD PADOVA ESO gH LEI EE LIES MEE OOE IEEE LE DRED: ; faite an aera Siete Be alt ms sae ome eae . P 
oe Seles ee : : . eA oth eed ice Ls 
5 oe | ieee hf Wee Sen fa Beer 7 3 Cc 
i n RESULTS!  =si(aséd« A 
ceneee RK eo eee ee : 
i RYE | ag ae ; nan SEINE Seo ieee Pr dc 
ais hein ; ‘ ee : 
sepia 
as ' . 
pl 
we, ge 
cee | ) ef 
ee, ve 
SU gre < ne 
es ol 
ad ‘ 
2 ie 4 ! " > . a. di 
ee | , : 
a KUaTerioo N41) OuvICY . 
ae a S vi . “a 
eae x Reoee ' ws : ci 
aula FU cmannanrummmasnasanscureanstonias:. oman sce ee 
sega y. ; Stor olives . ‘ pe 
a In 
ee a ae ee , bi 
y . 7 bes ahha: EE, ghee naar ccays 3 W 
| $1 
ee oa g 
or ae ¥ | { 1E 
aS ss : 
eu a if at ' ot 
% _ ) eee ee . 
ee ss Vey \ ‘ ; 
e a as oie . i Cc 
— + a , .? 
ae 4 ae : 
: — | = | i O 
- tHe % 
Yi * = 5 
| ? ’ ) Si 
ie bie Ls Ry 4 ‘ | 
Cay ‘a ‘ e 
‘a | . me A 
Tae ‘ > -— we 
one , be m 
7 o f a ut \ P| SI 
J . “= , — ) oJ 
pes > S| C. 
ma a — aS | Vv. 
e . | 
Pe Y. a m ee ae i m 
ee aman eens 0 1 ‘ a SE ee aie, oe st 
y Sater $ : re 
‘ 7 = ry ee H 
: 3 , — EMA i m 
x Deiat: | w 
§ , tn . oe Weg ne : 
; a ‘sind Tl et 
a ) ertio’: prea ‘; eae. m 
ibe er AdVE! this hing Company uf rs 
in Ne rag® cos i sk, 
af 1 ve W New: t cr 
Ac ° os pice oth i ga ada sn A { i 
a: € a VE re 
7 ms ‘ ee ve 
4 i ae ee con ee ag tp Be ed © : 
: Z ee ae j : ee Sek OF Seas the 
‘ Bt pe Oe als ge ae LE ce 
: ‘ey ae Le OF D 
: Se |) eae ee” nn oe: eee eee F 
eae ae 3. fo he oe | 
, Gy ets eater 7 mamma Ear SY 
ae fs ; ea? . Bi, { cr 
F pe cle aah 3 aa, ae = Se ane: = 
F at OP igs bas 26 ig LOT oS eer eee ’ ne 
ete! drake oe. 9% elem : praia coe aimee Sok AT ES) t 
oS = ; op 
Fr gts " 7 a ee re “5 pie “ = es 
ios : ' oe : we Sok Sy de 
P gi ee : Bc 
>. P - - c 5 Be ., A s: / ii t, apt at BN, re ‘ i = , ye é See J a * : ; P ; ¥ ~ a se a vf ‘ : Sey { 7 is be ~ yo ge pe 4 K hy : ies ces a ‘ i fe = nee a ie % * ie. el deat as : 


Advertising Age, July 20, 1953 


CBS-TV Adds 4 Stations ' 

CBS Television has added seed SIMPSON-REILLY, LTD. 
stations to its network. They are a Yeti 
KMJ-TV, Fresno, Cal., secondary ; 
affiliate; KNOE-TV, Monroe, La., oa vees 


effective Aug. 2; KGBS-TV, Har- | LOS ANGELES HALLIBURTON BLDG. 


lingen, Tex., effective Sept. 27,| 
and KFBC-TV, Cheyenne, Wyo., (Wai phemeatigen ac ed ebsites ecto 


effective Dec. 1. | 


 WHBF wow CBS | 


FOR THE QUAD-CITIES 


Effective July 1, 1953 
Les Johnson, V. P. & Gen. Mgr. 


REUNION—This picture shows the first reunion since 1947 of T., Washington bureau chief for the Ridder papers. Standing 
ali male members of the newspaper publishing Ridder family. (left to right) are Robert B., president, Midwest Radio-Television | 
Seated (left to right) are Bernard H., Jr., publisher, Duluth Inc. (WCCO and WCCO-TV); Joseph E., Ridder Publications ‘ 
Herald and News-Tribune; Herman H., publisher, Press-Telegram board chairman; Bernard H., Sr., presiden!, Northwest Publica- | } TELCO BUILDING, ROCK ISLAND, ILLINOIS ee 4 
and Independent, Longbeach, Cal., and president, Ridder Publica- tions Inc.; Victor F., board chairman, Northwest Publications; 2 ; Represented by Avery-Knodel, Inc. * 48 rag 00** 
tions Inc.; Bernard J., publisher, New York Journal of Commerce; Joseph B., publisher, San Jose Mercury ond News, and Eric, 
Daniel H., publisher, St. Paul Dispatch and Pioneer Press; Walter general manager, New York Journal of Commerce. 


$1,000,000 Utah 
Panel Construction 
Nearing Completion 


Sat LAKE City, July 14—Harry | 
H. Packer Co. is building an all- 
night lighted poster advertising 
service along the 40-mile main) 
highway between Salt Lake City | 
and Ogden, Utah. 

It is a major part of the outdoor | 
advertising operation inaugurated | 
three years ago by Mr. Packer, | 
president of the company and also 
board chairman of Central Out-| 
door Advertising Co., Cleveland. 
In 1950, Mr. Packer bought Utah 
Poster Service and the Salt Lake | 
City division of R. L. Bird & Co. | 
and started building a model out- | 
door operation. 


ELMER GIESOW—a Superior 
Craftsman for 20 years .. 
is an expert color finisher. 


® The entire Salt Lake City-| 
Ogden market was studied and the | 
plant evaluated in an effort to 
gain maximum circulation and 
effectiveness of showings. A de-| 
velopment program was _ started, 


0 Highly Skilled 
Photo- Engraving 
ph agen lyoko 


to a plate. . . “Hank” boasts 
23 years of "Superior Service.” 
3) p eo 8 8 88 


is . new structures were built through- wv 

out the market and locations which 
: did not meet standards were elim- 4 € many with “Superior” 
u inated and panels moved to high / 


circulation areas. 
A concentrated heart-of-the-city 


x more than 20 years! 


. posting program was started, plac- _ 
h ing panels strategically in central se 
g business districts of both cities. — 


When the project, estimated to cost 
$1,000,000, is completed about Sept. 
15, Mr. Packer expects that it will 
stand as a model to be studied by 
other outdoor firms. 


oe: AKING good plates, consistently, requires 
exceptional skill. That’s why, through the 
years, Superior has built its big organization 

) of skilled craftsmen with extreme care and under- 
Cleveland Adclub Elects standing. Every possible courtesy and consideration is 
Otticers, Forms Foundation given to our men. Good men, with good equipment, 
gg gy re gl gs Bg working in an atmosphere of friendly cooperation 


Society for Savings, has _ been 
elected president of the Cleveland and security never fail to produce “SUPERIOR 
SERVICE”! 


Advertising Club. Other officers 

elected are Carl F. Toll, general 

manager of national advertising, eae P 

Sherwin-Williams Co., and Herbert A few of our fine force of specialists are pictured on 

C. Hauser, president, Tower Press, hi look ne f » of the P h 

V.p.s} Girard D. Bond, department this page. Oo at tne engt of their service... the 
years of experience they offer to anyone who wants 
better plates! And remember there are more than 
NINETY of these experts ... FORTY of whom 
make SUPERIOR the largest night shop in Chicago! 


manager, Higbee Co., department 
store, treasurer, and Horace C. 

More and more critical plate buyers are trying and 
liking “Superior Service.” Let us help to make YOUR 


Treharne, reelected executive sec- 
retary. 
job easier and better, too! 


Wilmer H. Cordes, general staff 
manager of the American steel and 
wire division of United States 
Steel Corp., has been elected chair- 
man of the trustees of the new 
Cleveland Advertising Club Foun- 
dation. The foundation has been 
created as a trust fund to foster 
education in the fields of adver- 
tising, sales promotion and public 
relations and to further other char- goog HRODEY—/s shown here 
itable, scientific, literary or educa- removing nonprinting area 


tional purposes. with a router...a Superior 
Service’ man for 19 years. 
DunLany Heads Art Club - 


Jacques DunLany, director of 215 W. Superior St., Chicago 10, Illinois « Telephone SUperior 7-7070 
creative activities of John Don- 
nelly & Sons, Boston eubtect plant Operating day and night shops with the largest night photo engraving shop in 
Seed toll tiem, uk Ciieantees Chae a Chicago! Complete “Superior Service” includes: Typesetting @ Black and White 
Boston. and 4 Color Process Engraving © Black and White and 4 Color Offset Plate Making 
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Schmale Joins Ross Roy Inc. | Fuller Rejoins Western 

Alvyn G. Schmale, formerly! Mark H. Fuller, formerly in| 
merchandising account executive charge of the sales promotion de-| 
at Young & Rubicam, has joined partment of Pacific Finance Corp.,| » 


. 
“. 
2 


the food products division. count manager and specialist in| 


Zitf-Davis Boosts Froelich | financial advertising. | (hitinutd-trot Meee 1) 
Michael H. Froelich, v.p. of Franklin Joins Cohen town dealer replied, “We’re hav- 

Ziff-Davis Publishing Co., New, Todd B. Franklin, formerly with ing a sale on some of the units. | 

York, has been promoted to adver- Lennen & Newell, has joined Harry | If you come in, I could show you | 

tising director of Photography, a B. Cohen Advertising, New York,| what we have.” 

new post. /as v.p. in charge of marketing. A downtown dealer asked, “Do 


“No.” 

“Well, I suggest you stop by 
and speak to Mr. . He might do 
something for you.” 

Up in Harlem, a dealer gave as 
list prices amounts about $10 over 
list. Queried about discounts he 
\asked, “You wanna pay cash for 
| it?” 


you have anything to trade in?” | 


ig as 

“You come in and see us and 
we'll make it worth your while.” 
A discount house assured AA’s 
| would-be buyer that it could give 
| him 20% off on some models in the 


| Magnavox video line. Salesmen at) 


ELECTROTYPE COMPANY. 


fag! CHICAGO 


» No Discounts, Says Magnavox in 
the N Y a ed W 
the New York office of Rois Roy Los Angeles, has rejoined Western “Tino a’ But Do Dealers Know It? 


| two other stores advised the tele- 
‘phone shopper to “come on over. 
We can’t quote you a special price 
‘over the phone.” 

The hold-the-price-line con- 
tingent was made up of Blooming- 
dale’s, Wanamaker’s and Gimbel’s 
department stores and a furniture 
store. These left no doubt about 
the fact that they had only “one 
price” on the Magnavox line and 
could not be talked into a dis- 
count. 


MacCorkle Joins McGraw-Hill 
Robert C. MacCorkle Jr. has 
been appointed district manager of 
advertising sales in New York for 
Ingenieria Internacional Industria, 
Ingenieria Internacional Construc- 


_cion, and McGraw-Hill Digest. He 


was formerly associated with 
Street & Smith Publications. He 
succeeds Frank J. Kurka. 


Separate editing pin-points specific problems which face farmers and ranchers 


is written especially for Oklahomans. Likewise, Texans find over one-third 
their Farmer-Stockman written especially for them! 


401,000 SUBSCRIBER FAMILIES 


a .... 220,836 Pee Soin eee 
Oklahoma 121,818 New Mexico ............... 2,746 
Kansas .. 24,510 Other States ... trecdate 8,159 
Arkansas 20,876 TOTAL ... 401,318 


eee ee eee ee 


ae NEW 'S3 FORMAT 
GIVES ADVERTISERS 
SUCH ADVANTAGES AS: 


STANDARD PAGE SIZE 
LOWER PAGE RATE 
LOWER 4 COLOR RATES 


HIGH READERSHIP 
he 


OKLAHOMA CITY, 


The Daily Oklahoman « Oklahoma City Times 


OKLAHOMA @ DALLAS, 
Published by The Oklahoma Publishing Company 


Only farm magazine in the Rural Southwest which is 


Fdita Synaratily por Oklahoma! 
Lditea Sonanattly for Jeyas/ 


in 


this Southwest area. In Oklahoma, more than one-third of the editorial content 


of 


This is why each issue of the Farmer-Stockman is read just as eagerly as you 
read your home-town paper! And, one of many reasons why the Farmer- 
Stockman is your best advertising buy when selling this rich, Southwest market! 


Serving the Rural Southwest for 42 Years 


TEXAS 


WKY Radio & TV 
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Ad Volume Soars 


(in Millions) 

News- Maga- 

papers zines 
S053 (est.) ...... $600 $600 
i ee 526 553 
aaa 513 513* 
SE aes aisha) 499 458 
Ease 445 441 
ME sa oe sik 4a good 389 459 
sa. 695 eee 357 440 
EASES ste. 270 379 
Ree 232 303 


*Originally reported as $511,000,000. 
Seurces: Newspaper figures from 1953- 
1948, Bureau of Advertising; 1946-47, BofA 
estimates; 1945, Media Records; all in- 
clude supplements. Magazine figures in- 
clude general and national farm maga- 
zines and are from the Magazine Adver- 
tising Bureau. 


Dailies, Magazines 
Issue ‘53 Estimates 
and Hit Same Figure 


(Continued from Page 1) 
quarter 1953 billings were $132,- 
900,000, up $10,000,000 (8%) over 
1952’s first quarter of slightly un- 
der $123,000,000. In the second 
quarter of 1953, magazines hit 
$171,200,000, up $15,000,000 (10%) 
over the $156,000,000 level of 
second-quarter 1952. 

During the first half of the year, 
consumer magazines carried 42,- 
126 pages of advertising. This is 
an increase of 3% over the record 
40,901 pages carried in the first 
half of 1952. 

In 1952, MAB figured, maga- 
zines carried $553,000,000. BofA 
figures for newspaper volume for 
1952 were $526,000,000. 

Thus, magazines are expected to 
show an increase of $47,000,000 to 
reach the $600,000,000 MAB fore- 
casts. Newspapers must gain $74,- 
000,000 to hit the BofA estimate. 


= The newspaper bureau _but- 
tressed its predictions with re- 
ports cited as evidence of a swing 
to newspapers: 

1. Douglas Fir Plywood Assn., 
which kicked off a seven-week 
drive in 1,626 newspapers on July 
13, “the biggest drive ever under- 
taken for a building material.” 

2. Whitman Candy Co., which 
this week revealed the first nation- 
al newspaper campaign in its 111- 
year history, and 

3. Anheuser-Busch, which ear- 
lier this year okayed a record $2,- 
000,000 newspaper push. 

Along with national’s growth, 
Mr. Greene sees other promising 
signs—retail up 2.5% for the first 
five months, total display up 4.6%, 
classified up 9.1%, total linage up 
5.7%. He predicted total newspaper 
advertising revenue will top the 
estimated $2.3 billion of 1952. 


Goshen Mfg. Names Netedu 
Goshen Mfg. Co., Goshen, Ind., 
manufacturer of outdoor furniture, 
ladders and ladder products, has 
appointed Netedu Advertising, St. 
Joseph, Mich., to handle its adver- 
tising. Previously, George N. Kahn 
Co., New York, had the account. 
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OFFSET USERS 


NO TYPE USED 
IN THIS AD! 


CUT TYPE COSTS BY AS MUCH AS 90%... 
Set your own headlines, body type 
or complete jobs with FOTOTYPE. 
Anyone in your office can save 
you $9 out of $10 on type costs. 
Astenographer set this entire ad! 
@ Brochures, catalogs, direct-mail, 
house organs, ads, letterheads. 

@ Over 250'type styles and sizes. 
Send for FREE catalog today! 
Ask about the amazing new DIRECT-IMAGE 
vncanattneg for direct-image or photo offset 


“FOTOTYPE =" 


1415 Roscoe St. 
Chicago 13 
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Fulton Lewis 
Hits Publishers 
on Postal Rates 


WASHINGTON, July 17—Mutual’s 


commentator Fulton Lewis Jr. 


maintained a drumfire attack on 


magazine publishers this week, ac- | ce 
cusing them of inspiring the House | © 
post office committee filibuster to} © 


block the administration’s 
raising postal rates. 

Each night this week, he has told 
his nationwide radio audience that 
magazine publishers are fighting 
to protect a quarter-billion-dollar 
annual subsidy which they receive 
in the form of low mail rates. He 
claimed that publishers have called 
on their labor unions, printers and 
other employes for assistance, and 
have hired the public relations firm 
of Dudley, Anderson & Yutzy. 

Mr. Lewis’ broadcasts identified 
publishers attending allegedly se- 
cret meetings. 


bill 


s While declining to comment on 
the Fulton Lewis blast, A. L. Cole, 
business manager of Reader’s Di- 
gest and operations chairman of 
the Magazine Publishers Assn., 
said: ;' 
“It is no secret that we have 
had a board meeting, nor is it a 
secret that we are opposed to the 
proposed postal rate increases. It 
is also true that we have hired a 
public relations company to rep- 
resent us because we are concerned 
with the possibility of the Post 
Office smearing our industry using 
Congress as a platform. Our pub- 
lic relations representative has ad- 


vised the Post Office of his pur-| 
pose and is working with them on| 


the matter.” 

Mr. Cole added that he does not 
know of plans for a statement by 
the MPA to answer Fulton Lewis’ 
attack on the magazine industry. 


NBC-AM Affiliates 
Will Meet to Form 
Counter-TV Group 


New York, July 17—The sep- 
aration of radio and television net- 
work operations, new programs 
and accelerated promotion—these 
are among the subjects which will 
be uppermost in the minds of Na- 
tional Broadcasting Co.’s radio af- 
filiates when they meet with net- 
work executives in Chicago July 
8 

The first of the three will prob- 
ably not take up much time at the 
all-day meeting. Brig. Gen. David 
Sarnoff has already indicated that 
NBC is giving up its radio and TV 
policy for a radio vs. TV policy. 
(See earlier story on Page 31.) He 
is expected to make a formal an- 
nouncement on this by the end of 
the month. 

This move is expected to be 
strongly endorsed by most of 
NBC’s 209 radio affiliates—espe- 
cially those which do not have tel- 
evision stations or construction 
permits. 


s Topics to be considered at the 
session, which was called by an 
interim committee headed by Rob- 
ert Swezey of WDSU, New Or- 
leans, will be selected from those 
suggested by the affiliates. At press 
time, 70 broadcasters had writ- 
ten that they plan to attend the 
meeting, 35 said they were not 
coming. Ideas for discussion are 
being sorted out from the sugges- 
tion box by Harold Essex of WSJS, 
Winston-Salem, N. C. 

The affiliates will meet alone, 
without network representatives, 
for most of the day. First order of 
business will be to set up a per- 
manent committee organization, 
patterned after the TV group 


JOHN T. CAVIEZEL, for the past year 
manager of new market development for 
television, Crosley division of Avco Mfg. 
Corp., Cincinnati, has been promoted to 
manager of the television sales section. Mr. 
Caviezel will be succeeded by DeWitt Sup- 
lee, who has been head of new market 
development in the eastern division. 


McGannon Becomes 
No. 2 Executive of 
DuMont TV Network 


NEw York, July 17—DuMont 
Television Network this week 
moved to strengthen its executive 
staff. Four major appointments 
were involved. 

Donald H. McGannon, adminis- 
trative assistant to Chris J. Wit- 
ting, managing director of the net- 
work since February, 1952, has 


Mutual Stations Offered New Affiliations Proposal 


New York, Ju) 
casting System, }! 
a new plan incor 
tionship. Princip: 
be reduced from 
of additional hig 
network paymen 


* daylight saving * 


Basford to H< 


| New York, Jul 
'co division of Cl 
tions on its new . 


‘Hoyt Gets Pa: 


e Gorham Co., 
handle advertisi 
Kenyon & Eckha 
tising. 

e Spice Magic C: 
appointed the Ne 
was no previous : 


in the treatment 


‘rovidence, has appointed Charles W. Hoyt Co. to 


w York office of Ross Roy. Inc. as its agency. There 


e Lloyd G. Eder has been appointed national advertising manager of 
the Times, St. Pe: 
September, 1952, was on the advertising staff of the Westchester Group, 
White Plains, N. Y. 


e Spirt & Co., Waterbury, Conn., distributor of Lipan and Epidol, used 


Wasey & Co., New York. No new agency has been named. 

@ International Harvester Co. launched a nationwide “Cool Living 
Show” promotion yesterday in more than 100 newspapers. Color 
spreads, pages and 1,000-line color and b&w were used. Refrigerators, 
freezers, air conditioners and dehumidifiers are pushed in the cam- 
paign. Leo Burnett Co., Chicago, is the agency. 


e Foote, Cone & Belding, Chicago, has started test consumer campaigns 
for Crystar, a tasteless, powdered aspirin for children, produced by 
Armour Laboratories, Armour & Co. subsidiary. Car cards are used in 
Chicago, TV in Minneapolis, radio in Kansas City and newspapers in 
St. Louis and Madison. Armour Lab’s ethical market advertising for 
/the product is placed by Jordon-Sieber & Associates, Chicago. 


e Gundlach & Co., Cincinnati dairy consultant, has elected Edward J. 
| Bernhart v.p. in charge of sales. He formerly was account executive for 
the western Ohio, 


And On It Goes: 


17—Thomas F. O'Neil, chairman of Mutual Broad- | 
s asked its 560 affiliates for approval by Aug. 1 of 
rating major revisions in the network-station rela- | 
features of the proposal: Network option hours will | 
ine to five a day; stations will get 14 hours weekly | 
caliber co-op programs for sale locally; amount of 
to stations will be reduced; Mutual will absorb all 
ne costs. 


adle Campco Industrial Sheeting 


17—G. M. Basford Co. has been appointed by Camp- 
cago Molded Products Corp. to handle public rela- 
<truded plastic sheets for industrial use. 


t of Gorham; Other Late News 


. for Stegor, a new line of stainless steel flatware. 
it continues to handle the company’s sterling adver- 


p., Lansdowne, Pa., manufacturer of seasonings, has 
sency on the account. 


ersburg, Fla. Mr. Eder, before joining the Times in 


of psoriasis, has removed its account from Erwin, 


Indiana and Louisville areas. 


Trendex TV Ratings 
Ten Multi-Station Cities 
July 1-7, 1953 


Pro Footballers 
Deny Anti-Trust 


PHILADELPHIA, July 16—The 
National Football League has asked 
federal Judge Allan K. Grim to 
dismiss government charges that 
it has been violating Sherman 
Anti-Trust Act through its terri- 
torial rights provision for telecasts 
of its games. 

In a °92-page brief, the NFI 
pointed out that it would be im- 
possible for professional footbail to 
operate without a league, and few 
league teams have made profits. 

Also, the brief points out that 
television adversely affects gate 
receipts and that broadcasting and 
telecasting of professional games 
cannot exist without reasonable re- 
strictions. 

Consequently, the brief added 
that restrictions under territorial 
rights are not unreasonable and, 
besides, the league and its clubs 
do not engage in interstate com- 
merce. 


s A new point was brought up by 
the league in the expansive brief 
—that football receipts from radio 
and TV broadcasts are “relatively 
insignificant.” Unrestricted tele- 
casts, the brief stated, would 
sound the death knell of profes- 
sional football. 

As for income from radio and 
TV rights, the brief pointed out 
that, in five years, more than 92% 
of the clubs’ income came from 
ticket sales, about 4% from radio 
and television rights, and about 
the same percentage from sales of 
food, beverages, programs, etc. 


Lennen & Newell 
Promotes Sauer, 


Rank Program Rating 6 My Little Margie (Philip Morris, - 
ili Se CRE) 99. | —§«-_——— BG) cccccccccvescccccccvcccecocccccossoscssveree 19. 
D. H. McGannon Ted Bergmann : Racket — a, gene mane ; ste Town aa neon by Keesely, Taylor 
Jao es Sage! Ceneennen Sng | 8 The Web (Kent, CBS) .........:cc0.0 190| sew vorn. July 16—Lennen & 
been named assistant managing di-| 3 What's My Line (Stopette, CBS) ....23.1 | 9 Robert Montgomery Theater , y 
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Oo men lves lm CS STATUS OF | ——_— BD) cececccvccccccccseccvvversececccesccsccesese . NBC) PSE, ae Re ra OO 18.4 «pro. 
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other duties, Mr. McGannon will Toni, Pillsbury, CBS)... 19.7 TEED: sssioasicninisssssnnapistatigtatetainaied 7 eer ass 
have general supervision over Du- tor, icholas 
Mont’s three owned-and-operated . . . . E. Keesely, ra- 
stations, WABD in New Yar, National Nielsen Ranking of Radio Shows | dio-tv director, 
WTTG in Washington and WDTV, and Jackson 
Pittsburgh. Week of June 7-13, 1953 Taylor, account 
supervisor. 
® DuMont’s sales director for the | All figures copyright by A. C. Nielsen Co. Mr. Sauer, who 
last two years, Ted Bergmann, has |<, 014 sill had been’ with 
been elevated to general manager | >. Lord & Thomas 
of the network. He has been with | “*" Program (000) | and Newell, Em- 
the network’s sales department | EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (1,656) | mett Co., joined 
since 1947. Mr. Bergmann will | 1 Jack Benny (American Tobacco, CBS) .......cccccsessessssssseseeseseeeseeesenceeees 3,536 | Lennen & New- Hons Saver 
concentrate on network operations | 2 Lux Summer Theater (Lever Bros., CBS) ......c.ccccccccsssssssesesrensecnsnsnescsnees 3,222| cll 16 years ago 
as distinguished from owned-and- | 3 Yours Truly, Johnny Dollar (Wrigley Co., CBS) oo........ccccccccceesceeseeeeerees 2,999 aS v.p. and art director. 
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Succeeding him as director of) 5 Big Story (American Cig. & Cig., NBC) .......cccccscssecscesseeseeseresesceneeseees 2,551|N. W. Ayer & Son and with Mu- 
sales is William G. (Gerry) Martin, | 6 Our Miss Brooks I MIE Ban sdeinticinvtiotitiavndensvsenigeadvaddeounteheiiae 2,417 | ial 
a former v.p. of Lennen & Newell, 7 You Bet Your Re GM IED scessissscsczicorenseinibaisentetiimnesensiil 2,372 | pos 
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Coincidentally, John H. Bachem, 
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been named national sales mana-/| |! One Man's Family (Miles Laboratories, NBC) .o.......ccccccccccccccesssecsseeeners 1,880 
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3 Gabriel Heatter (American Home, MBS) oo.cccccccccccccccccccoccccceceesseeeeseeeee 1,522 
headed by Walter Damm _ of | WEEKDAY (AVERAGE FOR ALL PROGRAMS (1,477) 
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_Later in the afternoon, the af- 6 Arthur Godfrey (Liggett & Myers, CBS) ........ccccccscssssssssssessessnneeensensnnnnues 2,148] 419) and CBS, joined the : 
filiates will hear a report from 7 Guiding Light (Procter & Gamble, CBS) oo.c.cccccccsscsssssssssssssssssmn 2,149 | (ual an > comes ne Saeee 
Frank White, president of NBC, on| 8 Perry Mason (Procter & Gamble, CBS) ....csscccssscssssssssseeeeeenveeeon 2,148 | five years ago. Mr. Taylor, who 
the network’s plans for revitaliz-| 9 ~~... lOc... OUlCODE eee 2,148, was with McCann-Erickson from 
ing radio. Mr. White, who came 10 Wendy Warren & the News (General Foods, CBS) oo.cccccccccc-ccccocseeseosesens 2,104 1926 to 1950, joined L&N that year 
to NBC on the crest of a wave of| pay suNDAY (AVERAGE FOR ALL PROGRAMS) n° ee 
strong selling at the Mutual Broad- | 1 The Shedow (Wildroot, MBS) npn 
coating System, hes been making | World Music Festivals (Willys-Overlond, CBS)... ar | JAY BR. AMMON 
a special study 0 the radio oper-| 3 Old Fashioned Revival Hour (Gospel Broadcasting, ABC) ..........ccc00. 1,208 CLEVELAND, _July P 16—Jay R 
ation. Ammon, prominent in advertising 
te iti iag a ps ek aie (1,298) here in the early 1900’s, died _ 
ars over Hollyw ee 8 a eee 2,372 terday at his home in suburban 
FCC Okays WSAI Purchase | 2 oe ee ree ene 2:327 | Gates Mills 
The Federal Communications 3 nag ry i | Nps otite Ee 1,880 


|Commission has given official ap- 
|proval to Sherwood 

|purchase of WSAI, 
‘from Storer Broadcasting Co. 


| U. S. radio homes. 


R. Gordon's ‘*The percentage of homes reached (Nielsen-Rating”) may be determined by comparing 
Cincinnati, the number of homes reached with 44,756,000, the 1953 Nielsen estimate of total 


Mr. Ammon for 25 years was 
general manager of Stern Adver- 
tising Co. before the firm passed t 
| new ownership in the late 1920: 
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FTC Uses Cooperative | 


Method in Many Cases 


(Continued from Page 2) 
To justify the distinction, FTC’s welcome non-litigated settlements 


; dicated FTC’s “new majority” will 


“old guard” contended that Clay- whenever there is a clear demon- 


ton Act cases required punitive stration that the disputed practice 


action because the offenses implied | will be eliminated. 


a moral taint. 


But in his first legal opinion af- tionable promotion had been aban-_ 


| In the Wildroot case the ques- 


ter taking office, Chairman How- | doned and the company had ac- 


rey cleared the air. In a case in-| cepted FTC’s trade practice code 
volving promotion benefits for for the cosmetics and toilet goods! 


Wildroot hair preparations, he in-| industry. 


| “Everything that can be accom- 


JUST ASK FOR MARIE: 
-Call WAbash 2-8655 and’ ask for 


, addressing, or 
pick-up and de- 
rate work, plenty 7 
ea charges 
always in line. THE LETTER SHOP, 
Inc., 431 S. Dearborn St., Chicago 5 


Now in our 23rd successful veur.) 


plished by a cease and desist order 
|has already been accomplished by 
|cooperative effort,” the chairman 
said. : 


|@ To emphasize non-litigated set- 
|tlements, FTC is setting up a 
| bureau of consultation. Presum- 
| ably it will absorb the bureau of 
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105,438 
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ROCKFORD 


BEST TEST CITY IN 
THE MID-WEST 


Though Rockford, Illinois 
is the 100th city in the 
U.S. population-wise, it 
rates 31st in Net Per Capita 
Effective Buying Income. 
This income, coming from 
422 diversified manufac- 
turing industries, anda 
wide and rich agricultural 
area, makes Rockford a 
top market for your 
product. The Rockford 
Morning Star and Rock- 
ford Register-Republic 


effective coverage. Write 
for the latest Consumer 
Survey of your product in 
this area. 


“/ 19,123 AB. CITY ZONE 
| 441,222 A.B.C. RETAIL TRADING ZONE 


ROCKFORD MORNING STAR 


Rockford Register-Republic 


REPRESENTED NATIONALLY BY BURKE, KUIPERS & MAHONEY, INC.” 


INC. 


America’s 
FINEST 
photoengraving 
plant 


CHICAGO 1 


will give you complete and | 


| 
| 


nues—half way between the Capitol and 


THIS HANDSOME building at the intersection of Pennsylvania and Censtitution ave- 


White House—is the proud home of the 


Federal Trade Commission. Actually, FTC fills only a part of the building, and “‘loans’’ 


industry cooperation, which cur- 
|rently has a staff of 41 working on 
;|two major types of non-litigated 
settlements. The first, involving 
|settlement of disputes on an in- 
|dustrywide basis, is the division 
|of trade practice settlements. The 
second, working with individual 
companies, is the division of stip- 
ulations. 

While the trade practice con- 
|ference method of dealing with 
sales problems on an industrywide 
basis has been used for at least 25 
‘years, the program prospered in 
recent years as the commission 
|recognized the need to cut down 
| the load of litigation. 
| The “conference” is the least 
painful of FTC’s procedures. It in- | 
| volves a meeting of industry mem- | 
bers to discuss questionable sales | 
|practices which can be remedied 
ithrough industrywide action. 
Eventually a code is issued. Indus- 
|try members who fail to comply 
|are “picked off’ through individ- 
|ual compliance action by FTC. 


. While more than 200 codes are 
|}on the books, the codes generally 
are confined to fairly obvious mat- 
iters, such as commercial piracy, 
‘or imitation of trademarks, and 
|are nothing more than a restate-| 
|ment of the law. 

| Originally, the initiative for a 
conference had to come from in- 
|dustry, but more recently FTC has 
been calling conferences on _ its 
own initiative, where industry 
members appeared to be engaged 
in widespread practices of doubt- 
ful legality. 

| On the basis of a recent test, 
|'moreover, Allen C. Phelps, chief 
of the division of trade practice 
'conferences, has assured the com- 
mission that the same staff which 
administers the trade _ practice 
codes could frame and enforce 
|code provisions which would help 
/business understand the complex 
|requirements of the R-P Act. 

| He cited his division’s conspic- 
/uously successful effort to help 
the cosmetic industry bring its 
‘sales promotion plans in line with 
the law. 

| For more than a decade, FTC 
had been engaged in a legal battle 
over the allocation of demonstra- 
‘tor benefits by cosmetic firms. | 
Though the courts finally agreed, 
that demonstrators had to be pro-| 
vided on proportionate terms to) 
each retailer who was in competi- 
tion with another, the cosmetic in- 
dustry complained the decision 
would lead to unworkable results. 


® Rather than continue to press 
cases against each individual firm, 
FTC agreed to a trade practice 
conference. After several sessions, 
the commission adopted a fresh 
policy. It agreed that manufactur- 
ers could offer co-op advertising 
and other alternative promotion 
benefits to retailers who, for prac- 
tical reasons, are unable or unwill- 
ing to use demonstrators. 

At the present time, the division 
of trade practice conferences is re- 
viewing the sales promotion pro- 
grams of some 1,900 manufactur- 
/ers and wholesalers in the cosmetic 
and toiletry field. On the basis of 
|its review, FTC is attempting to! 


| space in the remainder to other government agencies. 


help each company bring its pro-| 
‘motion program in line with the 


policy spelled out in the trade 
practice code. 

Some of the codes currently if 
preparation, or recently promul- 
gated, are among the most ambi- 


tious ever attempted. The revised | 


code for the rayon and acetate tex- 
tile industry, for example, requires 
an affirmative disclosure which 
enables the public to distinguish 
through labeling a “rayon” from 
an “acetate.” Important codes are 
in preparation for the radio and 


|TV set industry, floor wax and 


floor polish manufacturers, cos- 
tume jewelry, and re-refined oil 


| producers. 


# Codes are contemplated for soil 
conditioners and chlorophyll, two 
of the new products which have 
caused substantial difficulty for 
FTC’s advertising specialists. In 
each case, substantial technical in- 
formation will be needed before 
the codes are issued. 

Besides cutting down on the 
number of individual cases—FTC 
estimates there are at least 150 
different types of chlorophyll 
products which require. investiga- 
tion—the codes are easy to en- 
force. In a typical year, the com- 
mission received 1,329 complaints 
which appeared to involve code 
violations. All but 34 were settled 
by a phone call or correspondence. 

FTC’s second so-called ‘‘cooper- 
ative’ method is the stipulated 
settlement. Here the commission 
deals with an individual company 
which is suspected of violating the 
law against unfair practices. Un- 
der a_ stipulation, the company 
agrees to accept the commission’s 
point of view. In return, it avoids 
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{costly and time-consuming litiga- 
tion. 


ws An average of about 155 unlaw- 
ful practice cases were handled 
by this procedure during each of 
the past five years by the division 
of stipulations, within the bureau 
of industry cooperation. 

The decision to limit “coopera- 
tive” measures to unfair practice 
situations—where there is little 
_moral stigma—was a disappointing 
‘development which began to 
/evolve early in FTC’s history. 
Though it was conceived as a 
“business man’s’ court’”—where 
| business men would get a rough, 
|ready justice couched in non-tech- 
/nical terms—FTC soon suspected 
|its sponsors made some basic mis- 
calculations. 
| The commissioners found that 
| their stock in trade was legal ad- 
vice, and that this advice would be 
|reviewed in the courts. As a re- 
/sult, the non-technical, easily un- 
| derstood rulings soon gave way to 
| safe legal phraseology, and the 
business men-commissioners were 
/soon the prisoners of the lawyers. 


s The commission’s education be- 
gan as soon as the doors opened 
on March 16, 1915. Literally hun- 
dreds of business men were wait- 
ing to file complaints about the 
sales methods of their competitors. 

One of the first questions, ac- 
cording to Huston Thompson, an 
early commissioner, was the 
‘amount of publicity which FTC 
| would give to its actions. 

“The mere fact that the commis- 
sion could publicize its activities 
was something of a shock to in- 
dustry,” he wrote. 

“It was asserted that the com- 
mission was acting as investigator, 
prosecutor, judge and jury, and 
that as such it was an absurd anom- 
aly. The business world could 
not get out of its mind the idea 
that the commission was not a 
court, but was essentially an agen- 
cy of Congress.” 


|® At first the commission decided 
|to operate without identifying the 
|companies “convicted” of illegal 
| practices. In short order, however, 
Congress indicated that it expected 
'“culprits” would be publicly iden- 
| tified. 

| Under present procedures, the 
'commission does not discuss cases 
‘which are under investigation, or 
disputes which are settled through 
‘informal conferences involving a 
| single business and members of the 


Theres No Dust on Us { 


For more than a Quarter of a 
Century, we've been keeping 
ourselves abreast and ahead of 
each step in the phenomenal 
development of this great, 
still-growing Dixie Key Market. 
WIOD-Miami has been serving 
the people long and well. Just 
ask any of the Local Boys! 
And, for Station and Market 


statistics... call our Rep, your 
Hollingbery Man. 


James M. LeGate, General Manager 


~ 5,000 WATTS - 610 KC - NBC Affiliate 


Nationol Rep, George P. Hollingbery Co. 
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commission staff. Where the com-| 


mission takes formal action, how- © 


ever, its activities are made a mat- 
ter of public record, and are pub- 
licized to the press and the busi- 
ness community in official re- 
leases. 

A contested case is subject to 


publicity throughout the period of, ~ 
litigation. At the time the com-| | 


plaint is issued the commission re- | 
leases a summary of its charges; 
it issues a second release summar- 
izing the answer of the accused; it 
then releases a summary of the in- 
itial findings of the examiner who 
considered the evidence in the 
case, and finally it issues the de-| 
cision of the commissioners. 

Moreover, the full text of all | 
the documents in each contested | 
case are on file for public inspec- | 
tion at the commission offices. 
Hearings are scheduled in advance, | 
and are always open to the public. | 
ws The spotlight of publicity in- 
vades some of the so-called ‘‘co- 
operative” procedures too. Where 
an individual company enters into 
a stipulation or a consent settle- 
ment, closing a case without the 
formality of public hearings, com- 
mission policy requires the’ release 
of a public notice reporting the 
nature of the agreement. 

FTC’s efforts to arrive at a 
sound policy to govern its informal 
contacts with the business world 
were a matter of concern from the 
beginning. By April 15, 1915, the 
commission had received so many 
requests for advance clearance of 
various trade association activities 
that it called in Mr. Louis D. Bran- 


YOU'LL BE HOODWINKED—That was the 
warning of Lovis D. Brandeis, famous cor- 
poration lawyer called in by the Federal 


posals that FTC give infomal advice to. 


business men and associations having anti- 
trust problems. Results of that conference 
have influenced FTC right down to the 
present. This 1915 picture of Justice Bran- 
deis was made shortly after he had been 
appointed to the Supreme Court. 


deis, one of the most respected 
corporation lawyers of the day. 

“How far should we go in assur- 
ing trade associations that their 
activities are within the law?” 
Commissioner William J. Harris 
asked. 


# Since the Brandeis answer has 
affected FTC thinking to this day, 
it may be worth examining in de- 
tail. 

“It would be a very convenient 
thing,” he told the commission, “if 
a man could come before your 
body and say, ‘Here are the facts; 
is it right? Can we do this or can 
we do that?’ 


An A-!1 Market 
for Every ‘‘A’’ Schedule 


Big Business } 
in the 


1952 


Retail Sales... 


32% of the North Carolina 
(SM Survey 5/10/53) 


Sunday newspaper in the entire 


$960,655,000 


Total 


That's practically ONE-THIRD of the sales volume in the 
South's No. 1 State. Are you getting your share? Drug, Food, 
General Merchandise, Automotive—all show about this same 
healthy percentage. Put your ‘‘A"’ Schedules to work in the 
Golden Belt's great sales-maker—the ONLY Morning-and- 


33 county area. 
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MORNING & 
SUNDAY 


RALEIGH, N. C. 


and 


115,926 


Morning 


124,080 
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(Publisher's Statement 3/31/53) 


Rep.: The Branham Company 


IN 100 WORDS OR LESS 


JY Read Advertising Aye because see 


“In my opinion, AA is a must for anyone who wishes to be complete ‘au 
courant’ with the advertising world. As a matter of fact, I find that when 
I receive it on Monday morning, I very seldom get a chance to read my 
regular paper. I have AA sent to my home so that if I don’t finish it in 
the morning, I can be sure to at night.’ 


DONALD McVICKAR, Account Executive 


, 


JOIN THE AA QUOTE CLUB—Tell us in 100 words or 
less why you read Advertising Age—and how you read it. Your 
comments may be helpful to others. Address your letter to: AA 
Quote Club, Advertising Age, 200 E. Illinois Street, Chicago 11. 


ANDERSON & CAIRNS, INC. 
New York City 


“IT believe it i absolutely im-| 


possible of prope! application, and 


for this commis<ion, I think, it | 
would be one of ie most danger- 
ous powers it cc ild possibly as-— 
sume. 

“Now take this situation. In the | 
first place, whe ier a thing is) 
within the law o: is not is a legal | 
question. Ultimat |y it has got to) 
be decided, if th: question comes | 
up, by the Supre'ne Court of the) 
United States. 

“It is a very cifficult problem. 
It has tested the learning and the 
ability of the bes’ lawyers. It was 
never intended i) the composition 
of the board and certainly not in 


the legislation for you to exercise 


| this power. 
Trade Commission in 1915 to discuss pro- | P 


a “It is almost inevitable that if 
that power were given the public 
would be tricked; I mean that the 
commission, with the best of in- 
tent, would be hoodwinked; and it 
is really inevitable that it should 
be. 

“The difficulty in deciding any 


/question that comes up is really 


the difficulty in getting the facts. 
Most men can decide any problem 
correctly if all the facts be proper- 


ly set before them. 


“The difficulty in this situation 
is two-fold. In the first place, the 
facts do not exist yet. You are 
asked to determine in advance, 
largely as prophets, what is going 


'to happen. Assuming absolute good 


faith on the part of the people who 
come before you, you are to deter- 
mine whether or not what they 
are planning to do will result in a 
restraint of trade. You cannot de- 
cide that fact because you do not 
know what the facts are going to 
be. 


a “The second point is this: How- 
ever honest your people may be, 
no staternent of facts can be relied 
upon until it has been subjected 
to the careful study and criticism 
of people who have a different 
point of view. These people may be 
honest in laying this matter before 
you. But they do not see the whole 
field. They see only the difficulties 
they want to overcome. They do 
not see the evils which may attend 
their doing this act.” 

Mr. Brandeis, whose practice in- 
cluded the greatest corporations 
of the period, made this further 
observation: 

“I do not believe that the diffi- 
culty for the business man is near- 
ly as great as he imagines it to be. 
I have been at times counsel for a 
few trusts. The president of one of 
the largest of these, when we were 
discussing the law some four or 
five years ago, said to me, ‘Now 
you have been speaking in favor 
of this Sherman Law, and I have 
been going around and trying to 
find out what I can do, and I don’t 
get any advice as to what I can 
do.’ 


# “I said, ‘I can advise you per- 
fectly, but it is a question what ad- 
vice I can give you. If you ask me 
how near you can walk to the edge 
of a precipice without going over, 
I can’t tell you, for you may walk 
on the edge, and all of a sudden 
you may step on a smooth stone, 
or strike against a little bit of 
root sticking out, and you may go 
over the precipice. But if you ask 
me, how near you can go to the 
precipice and still be safe, I can 
tell you and I can guarantee that 
whatever mishap comes to you, 
you will not fall over the preci- 
pice... 

“*Your conscience, if you are 
honest with yourself, would tell 
you 19 times out of 20, and without 
a lawyer, whether you intend to 
restrain trade. But if you want to 
know whether you can squeeze 
through, then you want to get 
some way to squeeze through!’” 

The Brandeis view was sum- 
marized this way: 

“IT should say to those who want 
to know whether they can law- 
fully form a certain organization, 
‘you have got an idea generally as 
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to what you may do or may not do. “I think it is the only safe way. 
Congress has not vested us with| I would be very certain to let them 
any power to tell you that. There| understand that it is not so diffi- 
are lawyers who can tell you that.| cult for a man who really wants 
You have lawyers on every other|to keep out of the law to do it. 
question that comes up in your 
business, and you have got to get 
your lawyers on that.’ 


Next week: How the FTC pa- 
trols advertising. 
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There’s a spot for you 


in the 
Greater Sioux City Market 


—where 50,581 TV sets in 32 Iowa, South Dakota 
and Nebraska counties can be reached on 

the Cowles station. 

—where annual retail sales of $655,999,000. and 
effective buying income of $807,380,000. brighten 
eyes and bank accounts. 


—where the low basic rate still applies 


($200 per hour). 


See your Katz man 
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PLAN TO SELL MORE IN ’54? Then, remember, the top medium for 


contact with the buyers in each of 12 important merchandising fields is a Haire trade maga- 


zine. Yes, the bulk of the merchandise sold in each retail field is bought by Haire readers. To 


keep the buyer selling, keep selling the buyer—through the pages of his Haire trade paper. 


Notion & Novelty Crockery & Glass Housewares Review* Luggage Home Furnishings* Handbags & Accessories* 
Review * Journal* Since 1892 & Leather Goods * Since 1900 Since 1908 
Since 1866 Since 1874 Since 1898 
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merchandising TRADE MAGAZINES 


Corset & Underwear 


Review * 
Since 1912 


Infants’ & Children’s 


Review* 
Since 1926 


Linens & Domestics * 
Since 1928 


Giftwares* 
Since 1944 


Cosmetics 


& Toiletries 
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